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> N ’ f -“ ’ ‘w.n ' b ‘ | /\ N a
The’populari[) and acceptance enjoyed by the community collége from
~ the mid 1960s seems to have waned in recent ytars. Lpcal bond issiies” |
. sought by commumt‘} college districts have gone down'to defeat. State - /
. legislatures have reduced appropriations considerably from the levels ,
" 4 . which admlmstmtors have dedared essential if the wmmumt) c()llege is - .

. to ‘fulfill its mission and serve the various publics seeking its services., .
Students who ty pically could be expected to seek postsecondary educa- . '
tion at the two-year college ha\e,turned to propnetal“choois or evén '

' chosen not to pursue a higher educgtion at all in favor of memleobs,
travel, or unemployment. Commumt) services and other educational ™
_programs of the community colleges haye been duplicated by bac-
“calauteate mst”’(uuons community agendies, and other=co compe.tmon

» - As a resul? of all these changes, many observers are callmg on the
community college to reexamine itself from the perspective of the tax-
payes and especially from the viewpoint of, the legislator. T

he importance of good public’, relations ther ore is.obvious. /
. Thls iSue of New Directions Jor Cummumt) Colleges treats a broad spec-

. trumofideasand practices thag should enable u)lleg,es to reassess, Where © .
necessary, and develop, where needed, strategles for relating™o the
public through formal and informal programs. « + — __— ‘

- Eachof these quarterly sourcebooks is addressed to a primary '

» audignce of practitioners and to a. lagger secopdary audience of those—

' whowork in or for the two-year institutions and therefore” indirectly are

. ifvolved as well. This broad reddership is especially appropriate for the

* present issue, because one of our present basic assumptions is that *

everyone in the commumt) college is responsible for cummumcat]ng
with the public. The image ang! character of the institution arereflected |, ¢

S _as much’in the attitude and effort of the custodian.or-cerk as in thé
"attitide and -effort of the faculty member or adminisyrator. Fug-_~
thermore, [trastegs and citizeh members of advisory committees may . .
~  wellfiidideasin the articles that will help them promote the welfdre and
development of the college. . . B

Notwithstanding-the fact that public relations is e\eeyene s job,

. the pres:dent clearly sets the tone and direction,.a$ both’Harper and

. Wygal observe. These contributors also point out the-professionalism .
needed in develOping institwtional programs for relating o the public. .

&y . Other ways to use resources in carrying out the publie relations * ._..gi-c:'
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program, are described b) Keim, who .1dwcates enlisting the aid of
comnunity agencies in establishing a gommum?) -based program for
those clients who traditonaly ha\e nul been servéd b) collegiate”
institutions. . Y. . ,"

An essential .1spe(l of such pmwmms is designing a diver sity of
approaches that wil} gain the attention” .m&/nndersl wnding of the special
populations within the service area of each college. Eitzen desc‘hgles the
efforts of one Arizona college ‘to work with community .1gencnes in
idenufying and then uzmmlum.mnu with the various publicsinigs area.

Public service announcements are effective ways of communi-

. . L et o . . * e -
cating: Richmond not only identifies some of the media § hich pros ide

-free timeor space but alsgmul’lmcs the most appropriate format for the
lnsmunorml message. - ’
The Iggal sldc of public reLm(ms is discussed in the articles b)
Elosser and Nash. The first shows how the consumer movement has
increased congern for students’ rights, edpeaally the right 16 accurate
information with whic h to make choices. Nash outlines procedures for
dealing with federal divil nght\ laws, the possibility of libel suits w.unsl
the insutution or the practtioner, and.-related matters. '
Concern for accountability in relating with the public m:ealcd by
Boyles, who reports the opintons and'views of selected state legislators.
tow ard commumity college public relations. Slocum .mdjohns(m outline
procedures for evaluating the. PR program within thé institution: .
The artidle by Bender not ()nl) -emphasizes the pmm that public
relations is everyone s jobrbut stresses that the institution must view itself

. as partof lhc larger state system and be concerned withggtional as \\elj

as local events and dev elopmcnts .

3 The contributors to this sourcebook are all successful” prac-
uu()ncrs who share their insights and offer suggestions that shoul(l be of
‘great assistance tg those who are Ldu)mg elat public rel. wions, whether
[hmugh mg(mucd programs or in informal ways. To help the ‘reader

. gain pérspective, we have arranged the artigles“in a sequence from

speufic to general, from the establishment ot a formal public relations
. program to state and national 1 nn,cmumns In between, the authors have
sought to’incorporate the “how to” in €ach of their articles.

The editors are espec 1ally. grateful to Billy ‘0. Boyles, 1976~77
chairman of the National Council yn Community Relations pf thie Amer-
ican Assodiation of, (,onunumt) and Junmr Col[cges for, hls helpful
advice (lurmg this prJc(l = - <
: Louis W.«Bé‘nder:r,_

Issue-Editors .
. .
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The modc] public relatious grogram reflects the insutution’s putposed
' 3
. \\hclhcx the instisygion is an fudependent pindte u»llc ge, a contmaniey -
based m'uluumpus(ummuwu college, or atechnical institute. llsgu&l is
. to create aniony its various publits an un('lcumnﬂmg and apprediation .
P of the mission of the collegg dhat will result inongoing commitinetitand
Lo b \suppmt “Theé ways atd ngans of this, objécave may diftey somewhat -
o fromi msmuu(m to mxmu ion, place to place, but the gu.ll“l’cnmms the
e Y same. [fan institution’s pfogiam atid pur puses are not well uulcu?uud -

then there is little likelihgod thatitwill be gppreciated. “‘llll()lll.lpplc‘(_l-
- ation, thereats little h()p for ne(Cssdn sustenance. .o
* * There are variogls Kirrd$ and levels 6f support tfl.)l may be tlve-
sired; dcpcni’img on.the needs of a pdmud&l ifstitution. For,some  *
4 private colleges, one pf the grcatest ngeds it heep d‘l\\l()(glls and 4
' dormitories fillcd, forfa mgjor share of their support comes from gaitions :
and fees. Yet those famie colleges slare with otfiers a concern for ob-
taining gifts from plunini and other ctizens as well as grants from
foundations and cdrporations. For lueal community-based public insti-
. tutions, a,glumL mpliasis must be pl.uu:d op creating an cn\noglem
-, . A & ,

. ‘. ]
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ofunderstandmg and apfyrediation that will show up when citizens go to
' thelels to vote for assisting the institution or that il havean lmpacton -
. adlbtdll[ state legislature considering seducation bills, But the wmmumt)
college or the public'technical institute, will also be interested in pn\ate :
support and in maintaining strong ties to alumni.
These comments may suggest that postsecondaty educaton has
COINE a Crass, Lummcruull) tainted enterprise (in outlook), eoncerned .
ore with dulldrs lhan \uth peo)ple But mthout the necessary dollars, |

o

Py

.

~

t the kgds of staff and facult) members who will ensure that
' learning opportunities are provided, N
. The foxegomgma) also seem to imply that the model for public
relations will require abattery of fund-raiders to lobby legislators, write - |
K propysals, rect ujt tuition-paying students, and camp on the doorsteps of :
. corpumuuns and foundatiohs. Somt of those activities mlI have'to take
- .« place,ofcourst. But, goingback t the ongmal definition, w hatis called J
for is the creation of a timate of understanding and _appreciatiori that
will Tead to ngcessary support.
That nje(ms communications. It involves everyone in the institu-
tion. It requires planning, management, and personnel who will use a
variety of tools andzesources to provide information for uuzerrs who
must mdahe choites regarding thuse thingsw hich they believe areim por-
tant to their own well-being.
. -, lItisvery easy to get caught up in | conflictin erminology when,
discussing “public relations,” whether in the commercial world, govern-
. ment, or edumﬁun Prob. 1bly public relations should be consldered the
. generic term from which various other hybrid names for the calling
grew. Take your pick. advancement, college Yelations, community re-
lations, public aftairs. These tend to be the umbtella terms under w hich,
fall more spedific functions, such gs develdpment (fund-raising), com-
muriications or public mfuxmatwn press relations, alumni affairs, cor-”
. porate relations, and perlmps government relations. Most intitution$ .
Cwill nut have separateoffices for all these actjvities, but they are essential
\’ functions in the m\;dcl program. And they “all can be subsumed under .
the old-fashioned ldbel of publi€ relations, which I will use here. Those
who feel more_omfortable with one of the other terms 'ma) want to
make subsutuuons o ’

/
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The first line of offense in the publlc felations campaign/consists

+ of the immediate college family. Clas&ﬁ‘ed and“professional staff mem-

bers often are the public's chief contacts jn their home neighbprhoods,’
as well as the first contacts on the can{)?xs. An abrupt respgnse to a
_telephone caller by a secretary or a receptipnist, an administrator who s
isolated from the public, a faculty member who lacks any feelifg for the .
purpose of the college. can hinder suybstantially the advancenjentofthe
institution and thus present a challenge for public relations. OF course,

« the students are the real representatives. the produdts of the cyllege.
What they say about the institution in public probablfy has t @greatest
effect on géneral perceptions. Therefore, a major aim of the model
public relations program should be to seuxre thls first lmeluf offense.

f " Here are some approaches:

I. Make certain that board members, faculty and staff members,,
and students are thoroughly acquainted with the purposes and pro-'
grams of the‘mshtuuun through orlentatwu sessidns at least twice )earl)
(perhaps separate sessions f(f each group would .be appropriate).

’ 2. Provide each staff and faculty member "with a desk \boo‘l\ or
manual that outlines toncisely the goals and programs of the college.

. The publlcauon should indjcate how various kmds of personnel—and

students——conmbu(e to“the success of the institution. - N

3. Publish 2 a college-wide “family " iewsletter whichkeeps all staff

* members aware of new progrms and activities. The publication should

alsq dwell on’the ach¥vements of individual workers.

4. Dramatize activities and events over college-wide clused-circuit
TV systems. : : -, .

5. Produce a college -oriented motion plcture for promoung the
purpose and showmg how people are’ mvolved init.

s 6. Make certain’that the preslﬂem and other top @dministrators
are not isolated frém the rest ofthe;farm{) Find opportunities for the |
president to'meetinformally with small g\'oups The paruclpants mlght ‘

P

Lo ' “;. . .
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4 . i > - . i
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represen'i'a particular,g (,m'lpus group or be.a mined group, depending
on the situation or purpose. <

7\Enc0umge surdent gmupS to use the mission, or various
- _planks, as prograrh niater fal for mcctmgs and other ey ents.

8. Ask students to give advice of spccnhc public relations prob-
lems. Pro\ ldC met hanisms, fm‘thun to lcglstcr tomplaints and-to m.nkc
suggcstmns about u)llcge scuucx and programs hefore these hecome
tssues. . . . < -

9. Ask students to promote their wllq,,c and provide miterials
with which they carrdo i.e <

10. Give board members mformdtion, through forms similar to
those used 1o reach the staft, . that widl help them to mterpret the wllcge
in their noncoliege work :md professioma) lives. .

. N

- external communications e

¢ St ' ‘ t

Ifthe pul)lu relations offiee, \\ml\mg\\ ith other dep. ulmcnls.md

- the chief e\cum\cx othee, hds done an, effective job in d(:\clopmg
nter nal- undu.s(.mdmg and apprediation for the institution’s purpose,
the public relations effort stands & far better ¢hance of suctess. But
spedial skills, tools. and activities are requited to take the message inw

. the Lugu community. Thisrather large campongnt of publi relations
responsibility can be delineated as follows.

Press Relations. Media attention is v ital 10 creating public undere
5l.mdmg Thus, the model program will give s subsl.mu.rlun;umdenérgy
1o cultisating the press. First and ‘foremost, persons assigned to this

. ‘ aspect of public yelations should know smnclhmg about the information
< needy, the schedgling proldems, and the interésts of editgrs, w rllers,}md
broadcast directorse Personal contact should be d(:\eloped and main-
tained. If tapport is professional but pleasanl the office will s{dnd a

better chi cehmgemng the message inth_the medium.

Y .

. Theré
pethaps the myst overworked tool, but that is because it has proyved fo be

. effective. Tn general, news releases should deal ith new and important

,+ Plans of the institation, board and executive actions affeceing policy and

S thus the wmmumﬂ) spedial events of interest to the Lommuml’), and
. " professional achievements of the faculty and staff. Obwiously, s there is
) . " goud nens and bad mews. Although the pllbllL relations office is pnmar-
ily concerned with disseminating “positive” news, it also ds obhged to'
report honestl) or provide information when somé negative develop-
ment oLeurs—d suit dg.nnsl the u)llege a sludcm protest or wmplamt a

~ s
2 RS .
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several aspects to pxcaswel.mons. The préss release is
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_ firing of an executive or faculty member. Attempts l,o obscure the
information or o be uncommunicative will do great d.mmge to the®
public relatjons effort and.thus to the institution in the long pull.
: Perhaps more praductive of public %uppoll are those releases
dealing with the human- lnleleslsldeofumpus life—the professor who
has imented some exciting new teaching device, the physically, hand:
kcapped persqn who has malrltul.lted against blg odds, the research
work of a faculty member which has turned up Some irpEportant social
_trend. These kinds of stories @botingl on cellege campuses. And they
"tend usually to support the missiun’ (g,dwi istitution. \‘iugemcr they
often attract coverage oulsngie the- locaﬂcommumly‘ ‘ .

The pu‘bhc relations ofﬁce should look for every-opportunity to N

_Lasters gencr:ﬂl) l\rrd todoa bellerJob when ll;e) an galher informa-
llon first-hafid. Although.the press conference is dn ob\xous devige,it -
should be use%sparmgl} onl")"\\ﬂen the news or evént is timely and
e should be mac axallable/snmullane()usl) lg)All the media. The types of '
3 slorles falling i t include 4he establishment of a' new
“campus, the selection of a new chie executi bl\>te1/.lugu;mnon of a
- major capital gifts campaign.
Publzmtlom Perhaps regrellabl) a C}Ollege Qr SC Qpl cannot rely
». _onthe popular pressto do the whole job, ufu)mmun\l(.nmns Thereis so
o .much wmpetition for the public's attention that more diect tools must .,
.~ be used. Thus, publications that are, made availabte directly to the
« ' consumer, or putential, consumner, are a must for the effective pubhc
relations progran. \Iorc i, although some pllbll(.l(/ jons may be issued ..
fromother dcpdrtmenl; % ¢ institution, yll should bear the stimp of
. " the public felations expert.” here shoyld be some Lonumul) in design
and prgsen{almn that will help fo convey animage thatis consonant 4 l[h
the plyrpose of the institution. R :
. All publications should be cleatly and concnsel) written as well as
al(racm ely designed and illusti ated lf{hC) d1eto compete with themany .
+ ° other materials that reach homes ; 1({(1 offices each day. - .
. ' _Publications which may be prepared by other departments but
should be reviewed and contnbuted to by the public relations staff
include the catalogue, program brochures,. and semester sc.hedule§
Ideally, however, even these materials shuuld be the direct respunslblllt) )
&g,  ©f the-public relations office. N . . e
' The dbjective public relations program also includes a number of '
. publications actmuésw,umded primarily to advance the msmut,lon and.
its’ cause. Among Lheé are’a commuml} newspaper, or “at least a news-

.o i t
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- letter, which keéps citizens posted ow;{ulicy changes, program de\rflop-
. . ments, new seryices, and the suggestions Of other citizens; an annual
report by the president and bodrd, dwelling particularily on wha% tax-

é " payers or othier hinds of supporters received for their money; and
. qccasional reports when rieeded on special programs or services, Allare  *
T calculated to keep the public informed and to inculcate awareness and

. - u“nderstandiry - o “. ) . .
DI ‘In this’eta of audiovisual emphasis, the. modelpublic relations N
program should include dudi(\}%isudls for use in broadcasting the word.
_ The otion picture is an old-fashioned bug nonetheless powerful re-
A (squ};ce, i dramatizing the story. A simple tape-slide system can also be
L "/,_/é‘ffecti\e. MulEime_d‘ia presentations c':ar"x'be prodyceq inexpensively for .
S w&hﬁ'@’mm@'ity groups. : " ' -9
Special Events. Most” postsecondary institutions in’ pursuipg their .
" missions offer programs beyond formal classroom study or laboratory ,
training. These include conéertsy plays, town meetings, professional
- conferenggs, ahd athletic events. The puklic rela_tiohs office should'take
some responsibility for scheduling and staging such events and should * .
. look on’them also as media events. That is, the side benefits of press
+ caverage should be exploited fully. Dedications, commencements,’and
) other college ceremonies are also the direct responsibility of the public «
relations staff in the' model program. ) .
Speakers’ Servicés. The talents and expertise of the faculty and staff
ﬁ'srfloul‘d be utilized in the public relations effort to the extent possible.
Faculty members should be encouraged to appear before community ,
. groups, not to promote the institution in thi(instance'but to address
\ topics on whiclt they are especially knowledgeable. In doing so, they’ ‘o
: eflect before theihudiences the quality of the institution which em-
ploys them- And, again, there’is a side benefit: possible press coverage of
+ . Ztheir talks. The rolg of the public relations office is to screen requests for ,
spgakers,‘ contact the faculty member who would best fit the bill, main-
tain a speakers’ schedule, and make certain that announcements go out

z

-

" to'the press. ~ 4 ‘ :
. ‘The foregoing ingredients Constitute a well-integrated external
communications operation. For most institutions, press relations and
" publications services probably weigh more heavily in the tatal plan than
do the other facets. But none should be neglected‘or overlooked.

N
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. My'premise, as I stated earlier, is that fund raisin gcanbeeffective
‘-} . only whem¢he proper climnate of understanding exists, Some students of
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“the subject would argue that development is completely separate from
public relghons that it requires special skills and plartning that only
. peripherally inyolve public relations per se. I contend however, that

+ devélopment is snﬁ)ly anothér dimension of the total public relations .

., cffort. Or advancement, if you will. For here again, the principal con-

» cern is"with communications—making a case for support before the’
people, ‘or before the foundation board, or before the state leglslature
THat'sit. Pure and not sd.simple. The development component will be
determined by institutional needs and aspiratjons. In general, however,
the model program aims at constantly expanding the base and extent of
financial support. Even publicly supported community colleges and

. technical institutes can no longer look to a major single source, such as .

. the'state orthe local community. Plans of action or long-term campaigns’
: will be dizected_not only-to those usual sources but also to the private.
sector and contracted services. The following are some elerents to be

- considered in the model. ., . -
) . Alumni Affairs. An approprlate starting pomt,for many types of ’

o a postsecondary institutions is with.alumni. Although private colleges

' generally give alumni affairs more weight tharf public colleges, the latter

overlook an lmpoj{ant resource if they do not capltallze on those with |

loyalues to the insitytion: ~ P g

RN * The alumni effort ingludes sohcmng money from them in any

,general campaign and, askmg them to help plan and develop fund-

raising activities. A formally prganlzed alumni association provides the '

“ machinery for action. It sho}}lld be emphasized, particularly for publxc

community coUeges that alumni support need not be considered as

Synonymous with direct gnmg Support may instead take the form of

. volunteer assistance in a bond campaign or affirmations of college

purposes’and programs thit encourage support from other sources.

Corporate and Foundation Relations. All postsecondary institution$

must develop and maintain contact with corporations and philanthropic

oundations if they are to reach their goals and broaden the base’of .

support. The president, prominent board members, and other citizeps
should be asked to make some initial contacts, offering “opportunities”

\ for the foundations and companiesto support werthwhile projects. This

. .~ workinvolves considerable research into the interests and concerns of

' "potential glvers and the preparatidn of concnse and clearly defined

-

- .

v

.
.

- proposals. For many community colleges, much of this activity"takes P
~ Hlacelocally. Subsidigxies or plants of national firms should be cultivated !
notonly fordirect finagcialaid but for advice in programmlng, contracts “
for services, and donation of equipment.

. ‘, Govemment Relatzom With mllllons of dollars in direct aid, stu-

. -
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% - dent aid, and program support at stake, no dnstitution can afford-to
.overlook the federal pie. How it is cutin terms of an individual institu
“tion or a group of colleges depends largely on the amount of time and
eneryy spent in “bird dogging™ programs and appropriations. The
model public relations plan gives special attention w this ty pe of
* development.” . . c e ’ .
Development Campaigns. The “how to” of such campaigns, could
well occupy a full chapter . but some discussion can be proy ided here. In ~
. a sense, the forward-moving insttution is aliays engaged in fund rais- .
ing, whether mthe vearly eftorttoplan .mdju/slif) abudgettobe fundel
by the state o1, in the case of a private institutidn, in recruiting the R
*students that' pay the all-importany tuitions. ) .
R . A speaal campaigp, howeser, w ill be either d ore-shot effort to .
pass a referendum or aJong-é# diive iinthe private séctor to accoin-
plish a particulas goal gsuddy as to fund a new faculty member or pro- R
gram).or rae ddspcuﬁ% dollar amotnt for enflo\\ ment or capital jm-
 provements. Such cathpaigns sl‘;"uu)_ld be launched only after top
.+ admunistrators, board members, and prominentcitizens have done con-
siderable Sresearch. Once a dedision has been made to go Z?Tiead, a
. professional fund-raising firm should be engaged to help lay out a
feasible plan that has a ggod chance of suecess. The .c“on§ult?'mls will
nes for statlinig, scheduling the development of support .
materials, d Uective use of volunteer workers. Most of the public .
relations maAcinery recommended hereinwould be putinto operation
onee the campaign is launched. I © .

provide guidel
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organization

;’ H)
. To this point, disc ussion*has centered on the functions and activ-
Lot - ities of a model public relations program. But who does the work? How

\ Y P o
are the functions o1ganized and irftegrated in an orderly, productivé

. fashion? ) . N L
%_\ Organization és perhaps the key to integration. It calls for a team

% effort that tabes into accountall the fungtions to be performed and the’
resources A ailable to cart’y them out. Each job is planned and viewed in
terms of its impact.on the whole. The public relations task readily lends

_tself to the m.m.lgcmcm-b)-objecli\f approach, since mucl, of lh?e

. . work is built around deadlines. * B . - .

The public relations office should be a separate departihent with -
direct ties to the office of thegpresident. Whateser his or her title, the =
chief of public relations should be on an ‘equal’foating with other key

S~

t »
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admlmslralors "He (pr,sh’e should be m\ul\ed in geneml planmng and
polIC) execution, since pedtly all actions of an institution will have some

> LY

lmpact on public perceptions.- \ : . .

<. “"Thus, the pubh( relauonsdne(tm should advise the president as
wellys manage the my riad d.r.t‘nls of the plbgmm ‘The support staff,
_should. indlude at least « pl()kssi()ndl in development, a publications
expert, and a puhllmtmn information officer who would be primarily’
concerned with ‘press telations, speual events, and spedl\ess services-

In the case of a muhlumpus institution, eacsl campus should

have one person to carryout puiblic information services. The work v il
be ‘directed. coordmaleﬁ, and. mte’gfrrned by the central office.

. “Ip summary, then, effective, formal public relations programs

s0e. arenitalto the health and well- being uf;edmalmndl institutions. In fact,

i " they are an ()bhgduon for no cllege, school, or ingtitute cah operate

suclcessfull\ and make its hest contributions \uth()ut public

1
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Wailliam 4. Harper, wice presdent for communications of
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’;f solleges, 1 editor of the national Community and
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~the opemng article has su gefted, pu Jic.relations is difficult to
define. It isn’ tJus; som thmg you'can pull qut of the bottom drater,
dust, off and look at—t is being’practiced in the' college all the time.-
§roadly $peaking, it is people dealing with people; It is'everything that
the institution is and does. Therefore, public relations consists of feel-
_ing, attitude, motiation, philosophy, interpretation, and more, It also © -
requlres constantattention, for one dlSC()urtEOUS'S\\ ltchboard operator,
one upught dedh, one callous professor can urgdo in.an mstant what the
Lz _7 collége may have spent years building up.
’ A simple definition of publlc relanons that 1 especnally likeis
belng good.and getting credit for it.” To “he good the college must .
- fist provide somethmg valuable and meaningful to the community.
" This goal can only be-accomiplished through. a well-coordinated team
effort by every employee of the college. Then, the college must use the
expemse of its formal publlc relatﬁrﬁ‘brgamzatmn to tell the commu-
. nity who or what.is to’ réceive, credit=and ﬁnally support— for an .
e aetyity o L
" Public relations is more than just dlssemmaung informationto -
megdia or “selling” the i lnsmutlon to the public. It’s not as simple as one
‘ chxeflexecuuve o( my acquamtance put it: “We don’ t need public re-
i ., ‘ .
: EMCu}Dxmlwns Jor Commanuty CoIIegev. 20, Winte 1§7 - . :, ' 11
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lations aroynd’ ﬁlere if the news media need information, they can come

ny

it to part-[l e

colleges miss the whole point of pu’bllc rélations by

important activity to “news and information” or relegating

tatus by assigning public relations to an already over-

worked professor "ot student publlcauons ad\ isor.

[

e’sapproach’to public relations is largely charagerized
E‘lauon is disseminated. The chief executive referred to

edrlier was intefested-only in a “response” type of dissemination. He

thought of the.

when one sim

ublic relations funcuonas being completely carried out
ply answers quesuons from the news media‘or other

inquirers. The opposite strategy and the oge1 subscribe 10,15 ‘initiation”

—the majority
by the college.

Dlssemln

mterpreme

contacts with the news medxa and others are initiated

ion may further be described as either * ‘randofn” or °,

topical iformatipn, w hether hard news, soft riews, or featurg matenal
"The informatio mlgh[ be about a program that is lnteresung toda) or
some “hot” issug¢ on campus. The purpose of the interpretive apgroach
on the other. hand, is to build an accurate 1mage of the college in the
mind of the community member or “customer.” To achieve this aim, the

collegemust m ke along-term, well-planned effortin which the* ‘newsy N~

or topical elemé
present to the
I am su

nts play a supportive role. The overall i intent must be to
publlc.a ‘whole” concept of the community collége.
e it is clear that a purgly “responsive” form of publlc

relations can onply dlssemlnate information randomly, whereas a pro-
gram of initiatipn is basicully inter pretive, uslng r;md()m information to
support its overarching goals. .
The simple paradigm illustrated bel(m shows these bas:c di-
mensions of the philosophy or charac‘ter of the approach of the, commu-
N mty college public relatigns program. oS

A

K i Random

-

3 “ : |

R

B .

DISSEMIN‘ATION MODELw . ,

r*éponse Inmatioff

*

ne is using the random’ approach w hen on&proudes ..



ELRCRN I }

’

«

.

E

. . " + -
¢ a0 ° .
[N i L ,
L 3 ' ) . . X =
hd . - v * 1 ) N . ~
. — The eléser a president and his public relations staff come to the

initiation-interpretive approauh the more effective theit program will
be. More segments of the commuml\ willbe informed about the college,
more interest will be ardused amoirg potential students, and, in general,
thé communll) and students w ltha\e a better rounded deeper idea of
what the college is all about. Inessénge, the ollege will come much closer
to assuring that all'its facets are presented. .

t The basic rhission of the public relations program, then, is to
proude infarmation and interpretations-by means of the inost appro-
priate and effective communications tools and media—~to the inembers
of the campus commuriity g well as to the college’s external
cons_tituenf'les. . : : .

N .

Organizing for public relations is just as important as having

sound operational guidelines for anything else the college does. So,

O

where s [heduthol ity for such an enter prise? The thch\eLuu\e must
set the pattern. Since the authority for the daily upemuun of the college,
is delegated by the governing board to the chief executive, the responsi-

bility and d(,(,()lln[dblll[) for everything that happens in the mauluﬁ \

‘ultimately rest on his or her shoulders. She or he is always expecte
relate to the student body and to potentidl students—w ho include almost
everyone in the community. Nearly all job descnpuons of chief exec-

utives of two-year colleges indlude such \mrds as “relating to and lnter-‘_

preting ‘the college to the community.” Boards of trustees regularly s
regard this as a very impurtant function of the chief executive. Sincéthe
task of public relations is mescapab']% W hﬁ“sﬁall gerform i?
Although in a sense every ernplo)ee reports to the presrdent, it
is obviously impractical for all to be directly responsible*to him/ker.
However, I cannot emphasize strongly enough that the public relations

officer must report directly to the president beuuse théy must be i in

close u)mmunu;quon if the function is to be carried out effectively. In
fact, lhe officer s"m)m be a member of the top management team and
' parucnpale in administrative, planning, and policy discussions. Only in
_this way can the person be well- informed and per form successfully.
Notwithstanding this close relalmns}np, no college pfesident
3hould attempt the nuts and bolts of public 1 relations personally unless
that is basically all he/she plans to do. If the cullgge budget cannot
support public relations as a separate Lumponenl it should be asalgne'd
-as a specific addition to an existing staff member’s job. - .
. The chlefexe(,ume shouldbe involved in deﬁnmg the mission of

* .
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_) the program, and.,should approxe the final goal statement. If the col{ege
- doesn'thave a e@mpetent public relations person togive specmc advi ice,
an edu&tlonal public relatiolts consultant should be emgloyed to assist
in setting goals and &bjectives and refining the mission statement. This
provides general gundelmés by which the®depattment will function. :
What to build into the program-——stafﬁng, radis studio, television
. " cameras, reproduction and printing'services, photography equipment,
or justone person with ty pewriter and tape recorder—will depend on a,
basic analysis of the community, which should reveal ‘the best wdys to
reach all consmuent groups. For example, some colleges have used
public service time on radio very successfully. If radio is a central
element in the college’s public relatioris program, then a production-
. type studio is necessary and practical. But that is only one possjbility.
( . « Any college that is trying to make decisipns on communications ,
. ang public relations tools,and processes would do well'to contact the )
o _Natlonal“Counal for Cpmmumt) Relations, an affiliated council of the
1. American Association of Community and Junior Colleges, (Office of
‘ Vice-President for .Communications, AACJC, One Dupo .
R Washlfgton D. C. 20036). This cot}nalcan provide ealofhelp
- in terms of consultation and information on what orked for others.
‘ ThesCouncil for Advancement and Support of,Education (CASE),
. which was created in-1974 throogh a merger of the American Aluinni
-. Council and the American® College Public Relations Association, is an- -
other source for institutional relations/information sérvices. CASE is

°

. also located at One Dupont Circle. = | . -
. How much should be spent on publlc relat;pns> Such programs ‘
s . ¢an be costly or not, depending on their scope and efficiency. What
percentage of the operating budget should go info public f¥lations?
L Again, that can vary. It depends op the size of the institution and whatit
wants to achieve with a public relations program. I
PR For example, Florida Junior, Chllege atjacksonvnﬂe with a head-,’
. countenrollment of more than seventy thousand annually, has six fuil-
time people in the Office of Information Services, th he public relauons .
 «component. The [976/77 budget for that office was aboit $169,000, -
. which coveredsalaries, preparation of the college catalog, a professnonal )
" radio recording studio, a news service, publications preparation for all ..

. campuses, paid advertising, and funds for travel to p rticipate in profes- .

. - sional activities. (The figure quoted is approximately seven tenths LT N
L _percent of the annual operating budget of $24 miljton.) While under- . !
takmg many-traditional—and some not so tradmonal»publlc relauons
acuvmes, the office. emphasizes medla relations. In adﬁmﬁh to this

LI
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_ office; the presxdent has a specnal éssnstant whotreperts’ dlrectly to him
2 . and who is xesponsnble for “community relations,” especially in ghe

. T g
- ‘business, industrial, and prbfessnonal sectors. And of cours® nelany.f,other,. ¢ .
"Fi individuals ip the college conmbute to public relations, too, either - .
rectly or indirectly. Among them are those who manage the Speakers - .
s, 2
‘Bhreau atd Yudio vlsual services. : AR C e
~ . s -, T, ,g , O
R - o ' N .
) - s e control .

o . ~ €

b -
Like the orgamzauonal step, operation and control begmiw iththe
college president and the governing board. When I use the term control,
I am not talking about a limiting or censoring activity, bait a “careful .,
.attention to operation and coordination. The president and bogrdcan- . -«
not escape the “buck Stops. hege accoumablllt) for what happens mlthe
program. ° . .-
A case in point is in Florlda As lmplled by Florlda law the -
. presldem of a college or unizersity js responsnble for aleubllcatlons ‘and
anythmg else that is released to the media or public a$ m'POrmauqn Inr
fact, newsletters or newsfapers put out by the instijution,or, the student

body gre officially published by the president. He or she cannotescapethe _ T v

¥

responsibility. - . o Y
: *To reiterate, that.ipterpretation places the control of pubhc re -
latlons where it should be—on the shoulders of the presndent—so‘any ‘g

riewspaper adss program broehures, student newspapers,_ cata‘logs, B
newsletters, press releases, radio and television spots are the basic ‘pub-
lishing responsibility of the president. « S . -
At Florida Junior College at Jacksonville the. pohcnes adopted by
the district board of trustegs speclﬁcally designate the Qffice of Informa- ° .
.tion.: 'rvnces and Publications as’the agent for the president, and all ' -
ateri\ls released for public consumption must be channeled"hrough
that office for@pproval. The policy is designed to guarantee qualltygto
eliminate duplication, to ensure that the public relations office is aware
_ qf everything that is going out to the_public, and to provide a smoo;rh
¢ channel for the flow of information. Again, the policy does not imp
censorshlp or limitation. It is a policy that has*worked quite well,
pecially in light of the complexity of the college and its many staff

~+

3.

- members and stu ns.
+The public relations office plays an essential role in buildjng i

. relationships with the,various news media. The presxdent of the college o

3 and those with the authority and contcrszust become “real” and “acces-

o sible” to all media, and the PR office

n help,them do thlS At thesame n; i




" ime, the ‘office plays a vital part in helping the president understand .
how the news media work by interpreting some of the basic positions and
amtudes of the media and their representatives. The president, and

. other college spokespdrsens, mugt also keep the public relations office
informed about"all “hard” news and what the) have released to the
medja. It is poor policy for the public relations people to get their first
knowledge of a major event via newspaper, radio, or felévision—or eyen '
-7 from a media representative calling for more information ot a news
~ “tlp." . L« - R
~The following briefly stated procédures are suggested tothe chief

executiye as a help in mamtammg good relauons with the pu‘)llc re- *
lations office: - . | -

‘. 1. For fast-breaking, lmmedlate news, snmply phone the public

relations office, arid follow that up by a written memorancﬁlm, either - 2

. detallmg the story or giving the salient facts and the name of thé source .

. from whom additional, fill-in facts can be obtained. '

2. Forthe future event—two or more days ahead—glye the public
. " relations office a memorandum'detailing the facts, and, again, tell them
: _~where to get more information if they need it. ' -

- .t 3. Make sure the entire college farnily understands your policy on
[ _releasmg néws so that if an event removed from your Gffice occurs, the
person or persons concerned know what steps to take, w liether tocall the

president’s office or the public relations office. - ‘
. ' By following these threé sirple procedures, a potentially large

. . amounyof trouble can be avoided. Just be sure all the appropriate
. people understand their roles in any given news situation. 4
- \ow the’blg question—wh can release’information, and under
) what dircumstances? What dbout unauthorized releases /fr(rﬁ dlSSldems
. within the college> ' n . " "

\ The president and the pﬁblic relations office must have good

7~ _public rélations and efféctive cummumcauons within tQe institution.

The publlc relatiorts function must be well understood b)ger)ohe and
the basic uperating procedures disseminated and followed. The chief ..

- public rélations pfficer should distribute a memorandum to all faculty P
) and administrative staff emphasizing the importance of keeping his/her
office informed of what'sgoihg on and giving assurance “that news &

7 feature material will be released to the media in the most appropriate®

+. ", «manner. ¢ - ' -
. Any college employee W}{h a riews item cleared through his/her
supervisor. should feel free tg pick up the phone and let the publlc

. relations office know what’s appenmg A quick ty ped or handwritten

r
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. “4 _memo is‘even better If time permits. Dissidents will speak on their own )
Initiative, and the president will [probably be gl\ enor will seek an oppor-
tunity to respond, Po{entnalj;embarrassmg situations resulting from
. interpretation of issues can be avoided by a phone call or a memo from
A the presnden{ to the public relations person, saying: “Our, posmon on
N this issueis....” The publlc relations officer will take it from there. Thls
. strategy should be followe(l s 500N as an issue, becomes an issue, or in I
* advance; if the president can see it coming. - 0
> Ariother matter is how to deal w ith public relations for the multl-
" campusor multiunit college. In this case, control as well asauthority take
. A o)n‘new dimensions which needyceordination. At what le\els where and’
*~ wheh, can lnforomauon be released; who speal&s for w hom, and at what - .
N -wlevel? . . o~ . .
T . ‘Control of news dissermnanon. within the multicollege district .
pro ably shouId rest with the unit head vhile overall authority is re-
N © taine by the chief eXecutive, ‘who reports directly to the governing
' board\or ;he entire system.
’ ' note of caution—in'the single college with several campuses, | it
+is Veryalmponant fog the individual campus heads to have excellent .
communicatiéns with the publlc relations officer so that this person sees
the whole’ pictyre. He or she can then handle public relauons for all
_campuses and act‘as‘a channel forlall news:, *

i y
) . . e
& . RS . summary
- And riow, we must put it all into pe;spective. Just as public
relations, or community relations, is essential tothesuccess of business
» and industry, it is likewise essential to the community college. After all,
-the college is a Kind of product that must be sold and that depends on
repeadbusiness, on continued enrollment in programs. Of course, many
programs should be phased out, and many. probably should neyer be
started at all, but success still requires continued customer support.
?roducts can be sold whichare inferior, and there will be > many first-time
) “customers. But for a quality product to continue, to be sold to former
. cllents as well as to new clients, it must fir /st have s\lbstance and then it
fnust be’ presented in the .appropriate way.
A community college exists to serfe students So do you medsure
_your publig relations success solely Py enrollment? Hardly. Mea-
surement must include such other factprs as community accefitance and
suppoit, good follow-up reports from former students, increasing leg- s

o lslauye support, the morale Within t e college famlly,,medla respect and

.
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cooperation, referral of prospedtive students by former students, and
ihe‘c'('gdperatiun of other wllege departments with:the public relations
office. And, finally, do the gas station. attendants know the college well
enough to direct persons to the can?pus or campuses? ‘ .
Is public relations simply selling® That's an important part of it.
But public relations is also that feeling, that interpretation, that pklldso-a g
phy which a community college exudes when carrying out its basic

- “functions. ' . . '
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% "Benjamin R. Wygal, president of Florida Junior College &

.

* o

at _]u'ckson‘ville, 15 active nationally as a writer and
speaker in the community:basedzcommunity coll?ge .
movement and serves ds & member of the board of directors
= of the Amenican Asspcation of Community and Junior - . /
- % Colleges. He is a cfu}dlwr of College LeadeTship for -
N ,Com’mun'ity Renewal: Beyond Community-Based
Education. - v
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. . . Sp@'czﬁ( steps need to be talgy with v
o . the communily in marketmg commumty—
, ‘ ‘ : based community college programs. %
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& Jélannmg PR for a commumty- .
o  based program

- T william a. eim- -

B the past, the'term publu relations has had onerous onnotations foy het ‘
. average administrator of a publicly .supported community college. Vi-
N sions of Madison Averrue and sales records based on stimulus- esponse
. techmques have come.to our minds, and we have been const ntly re-
.minded by most state laws that we _may not expend public finds to
advertise our product. Consé’queml) some of us learned a long l}neago T
to call our effort the office of public information. Besnfe’s, for many .
years advertising seemed” unnecessary; our open-door philosophy
seemed sufficient to attract the required number of students to our -
enrollment-driven eme);prlse. o 4 co Y
s But now we are in the late seventies and find ourselves faced wnh VIR
" anewand potenuall) dangerous phenomenon, an enroliment plaleau R
and, in ,many cases, an enrollment decline. Therefore, our first lmpulse PR
is to step up our informatjon services and to incrgfise gur budgéts to %,
ul'clude more general ad\erusmg in the medja.. This reaction is predicp |
4 able, and since we are, as relative amateurs, worklng in an_ unfamlllar
sales setting, we attempt to co opy slick’ advertising methods to create a .
; \ " marketing response to what js €ssentially asocial probleni. There willbe .~
s soﬁ%success, but over the long haul SImple ad\ertlsmg techmques w1ll
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- studying'the service area

l

not be sufficient, and if.we plan a long-range campaign as though
community cull%bg Qd.ugglwn were a bar of s0ap or a better mouthiwash,
we will'surely Tl

~ Wemust follow the lead of the newl) formed ‘\AC]C Council for
Community. Relationscand regard ourselves, on the one hang, as an
integral part of the community while on the other we explore realistic
marheting devices to ensure a continuing pmducu\e role in twm-
munity. The process of i integration we call public relations, or P.R%, bt
to achieve it we must first really understand our community, and in |
particular we must understand the various agencies” which drive it.
Perhaps more impot tdntl'y- we must make it possible for the community
to-understand us. . - -

~° - r N

°

To understand our service area we must, consider the standard '
dimenaiups——!hc sutial, economic, and political aspects—of any commu-
mt) be it urban, subuiban, or rural. The basic valuesand atutudes of the |
commumt) should be examined geriously, because they are bound to
-affect the people’s tiew of the college: Quemons such as th, follomng
can spearhead that investigation. - 'ﬁ* A

1. Has there been community pride in educmonal 5ch1e\'emem

2. Are there strong religious elements at work? Ifso what kin :
of rellgluny (Some hd\C more liberal attitudes toward public educauo
than others.) » -

3. If you are sern iflg more than one sch()ol district, municipalify,
or community, is there riv dll) or compeuuon among them?

4.*What is the hlbl()r) of the area? Is it steepéd in history? Doe
sée ftselfas historical? Are there pubhc Lommemorau\e events to ¢
brate loc’ll history? ; *

5. Are there strong uniep‘forces at work? Is there a traditio
the working class? :

6. Are there strong local women’s clubs and civic orgam/an
Have these been part of the history? )

7. How does the community reactto such value-laden conte} po-
rary issues as ecolqgy, women’s Lhangmg role, youth, and laws goyern-
ing. Sunday sales? .

8. What ist the history of the decision-making process i the
service area? . "
The answers to-these and Olher queguons mll supply the as
eay N Moreover, they will often

it
le;

.
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with'a broad view of the semce area
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strategies as well as timing. Syme programmatic development should be
‘embarked on slowly, and all pl.mmd change should be first anglyzed for
“possiblé opposition before it is implemented. There will seldom be total
approval of .every actiyity, but an entire community college can be

/ Jeopardlzed if a single program tha ()ffcnds the standards of[he wm-

".munity is put into myotion. .

Sources of Information. Where can the answers.be obtained? The
in_'fornmlle)n is readily available but 1equires sume reflection, and it may
takea newpersonseveral weeks o1 months to gain a dear picture of allof
the complex facets. The leading formal sources are the local news-
papers, whicli are the vne best means uf understanding the community

- value system. The assessor should look for dub and 1ecreation activity
and chechto see how much space is allotted to education, church events,

=and new busum\sg:s He or she should also check the activity of the-

Chamber of Commerce and othéf organizations, look for significant

issues that reflectlocal standards (in editorials, for example), and exam-

"+« inetlre want ads for indi(.mns()T.x\ml.lbkjubopporl’unilies Are they all
minor or low- le\el jobs? Do they refiéet, in any way, local mdustrml
lnﬂuence or consistent lucal standaids? The local historical associations
* are another useful source. These usually heep public records of meet-
ings and activities,, sometimes in the local newspaper or library. And
churches, local gov ernmen} 1ecords, and public libraries can be con-

“ sulted too. Not to be overlovked are such informal sources as people in
the commumt), neighbors, friends, and faculty and staff members.

’ Geography. Comtiiunities can be very difficult to sy’ve if there are
lakes, rivers, mountain ranges, and major highways-%hich influence
access and mobility. A quick slud) ofthese feyres can greatly influence
mlelhgenl pl.mnmg for future expansion or off-campus offcnnbs For
example, regionalism, determined by geography and often deeply
rooted, can havea powerful effect. A river which now has a four-lane
bridge over it may sull be the “River” to the people on either side of it,

andtheir response to programs on thg other side should be understood.

The same problem With mountgin ranges is legendary. Even railroad
rracks have commonly formed the boundaties between social classes, A
rnore modern phenomenon tgbe considered is the highway, especially
the blsecung interstate, which has spelled ge doom ¢ of many an educa-
tional #gtivity. In 4 sense, the interstates are thé unfordable rivers of
today. Knowing the traffic flows thatare ducrmlned by hll.,h\\(?}s orthe
. lackof them will show the directions people travel. during certain hours

of the day. Population concentrations, too, ate still largely determined

bj geography, and the location of netv campusel or off-campus activities
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spéciai PR problem - .

¢
. ‘.

can be suggested b) a careful study of thé effect of natural and geo-
graphical features.. :

Demographics. Standard demographic studies are also esseatial to
understanding a service area. Information about ethnic groups, so-
cioeconomit factorszeducational levels, and so on should guide program
developmént, whether these programs are designed for campuses or
noncampus delivery systems. The ubjective gf such studies is to identify
previously unserved cients and to tailor %{grams to their needs.

The New Clientele.. We are already familiar with the major catego-
ries of “new students”. the physically haftdicapped; the economically
and eddkationatly disadvantaged, those with access proplems; those with
other,special problems—dropouts, parvlees, the aged; those who re-
quire special training in marketable shills, underchallenged women; and
those with stiong ethnic differences. Inaddition, each college has one or
more special groups that are prominent in its region. '

For the most part, these persons make up a fine clientele, gener-
ally igfwred by the traditions of higher education and generally not,
tang advantage of the opportunities offered at the campus-based
community u)llege Many are unaware of the chance to become a part of
learning but, interestingly enough, could readily adapt to an individual-
ized, competency-based style of teachirig In all fairness, many of our
campus-based colleges do offer programs spedifically designed for' some
of these spedial groups, and have offered them in the past with marked ~
success. Yet these efforts have usually been (designated as special pro-
grams, and few colleges today would ldenuf) them as a major thrust of
their curriculum. As eudence of thls,,one would find most of them
funded by external sources as spetial projects.

®

“ “ . \‘ . f .
As we all recognize, one reason these clients have not been served

.

is that they are difficult to reach. They have not responded to general *

information distributed by the traditional community college. News-
paper stories, brochures, high school orientation efforts, and announce-
ments in the mass media have passéd them by. Higher learning, as an
alternative, has been percencd by this group as unobtainable, and
efforts to interest them have been sporadic and relativel§® Fansuccessful.
Thus, the special-needs ‘lientele, which in my judgment is the “break
away"' segment of our suciety, has remiined ed ucauonall) untouched'by
our network of campus -based community colleges. If we choose to
esamine the probable causes, we automatically enter into a phase of
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public relations that is both exciting and solvable. First; large numbers of .
» this population do’not read newspapers and brochures and never ap-
pear on our coveted mailing lists. Many of them (the handicapped, tlle
aged, the economically and educationally disadsantaged, for instance)
never visit a bank, library, or supermarket, where we traditionally dis-

. tribute and display posters and brachures. They seldom see an employ-

) ees’bulletin board, ner do they receive a union newsletter. Their closest NN
frierids do.not attend community colleges, and they long ago gaveup the
idea that postsecondary education was available to them.

Agency Role. How, then, can they be reached? A very effectl\e
means, as we have found at Pioneer Community College (KdnSdS Clty) is
# °  the special-interest organization or agency. It is clear that Amencans |
havea strong impulse to orgamze themselvesinto interést gxoups If we |
.. think about it, there is no aspect of our professional, community, or_ ’
- .. personallife that does notinclude opportunities to join others who share N
- ourinterests. A simple count reveals to me, for example, that [ “belong” .
) tg twelve organizafions, ranging from the AAGJC Council to historical
assocnatxons and flying clubs. And.I am not unique. In fact,most people .t
 belong to some organization or other, and almos\ all people, especially
those in our new clientele, find themseles®on some agency’s list. i
Handicapped Training Program. With this in mind, we sought the
help of lacal agencies in identifying and reaching one client group, the
handicapped. We discovered that the Pioheer service area contained .
eighty‘thousand handicapped people—obviously a substantial number
ofpoten[lal students. Consequently, Quring the pastsummerwe secured *
.~ ~afully funded state apd city grant to offer driver education and training
in small Business4Machine repair, phptography lab work, office skills,
and graphicsApproximately eight agenues——m(.ludlng United Cerebal
Palsy, The Rehabilitation Institute, and medieal research centers—
helped with recruitment, and within a few days we had our enrollment.
s Perhapsthe mos(sngmhmnt characteristic of thedgenaes partici- ~
pation was their constructive and helpful enthusiasm. The state project,
because of its rules concerning the ages, economic backgrounds, and
desegmtnon of the students, prevented large enrollmeént, but the agen-
cies were excited about the opportunity and w ere % cooperative that
tl]ey riot only provided special transportation but i some cases assigned
therapists to acconlpan) the students through the program. ftwasa very
successful example of the college working within the community and .
, demonstrates what we really mean by public relations in ‘planning a
COmmumty -based program. A new basis for continuing communi- .
catlons had beén established. -° ‘ . »~ o
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Additional Techmques. Given that community agencies representa
primary means of developing a PR plan tor community-based pro-
grams, we should still make maXimum use of other marketing tech-
shiques. Remembering that our dientele is a difficult one to reach by
simple advertising, we should concentrate on the following means of
communication: .

- —vadw; most peoplein the special-needs gr()ﬁp listen to the radio.
| —agency bulletins, in addition to personal contact; most agencies
issue a newsletter to either their, staffivolunteers or their clientele.

—posters and signs, near or attached to public transportationgg

* —brochures, judiciously placed in public counseling offices, em-
ploj*,rr}‘ent offices, yo'ulh-group meeting rouyms, retirement centers,
churches, neighborhood council offices.

Most of the groups referred to above are pleased to use the
community-based programs as a resource and are fully cooperative.
Neighborhood: committees and councils, are the very best means t
contact people ona block basis. And there arestill many viable commu- -
nity-action organizations in existence, usually in urban areas. These are
excellent centacts.

A\

’

the future looks good
: - 3 .
We have a product, and we know how to “man ufactiire™irand el
people abgut it. But in order to sucecedwith community-based pro-»
grammip4, our plans and actions must be in the proper sequence. First, ..
we ot know our own product so well that We can explain it to people
G familiar with the language of educators. Second, we must know our
market (community). Third, we should use the marketplace ils‘elf\hto
carry our-message (agencies). And finally, we must grow and prosper,
keeping our, channels of communication with the community open in
both directions—hear as well as listen.
In addition, we should be aware of competition from other edu- -
 cational institutions and be prepared for some academicians to attack
_the qualityof our programs. Thus, the task of public relations, in part, is =
to show the critics that we are notin competition With expensive campus-
based programs and that standagds are fiot b'eing lowered irfotr efforts
to meet the needs of our unserved clientele. * ) ! '
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The Efforts of Phoenix College in Arizona
illustrdte how a college can establish successful
. : . communmcations with nontraditional students.

. v < e

+

commumcatlon with speCIaI
' populatlons

. B maggleneltzen

)

~ ~The Community college was not established in America for select or
favored groups. To reach nontraditional students, we must provide new
and different courses, ingenious techniques of teaching, and dlasses
which go to the student, in addition to offering our traditional curricu-
lum and methods of instruction. But before new student populations
can enroll, they must be aware of the opportunitiesiavailable to.them;
and communication with these _groups is often a complex public re-
lations problem. . . . s -~
- = ‘Because little practical information is available on communi-
canng with specral populations, and’ because many nontradmonal stu-
dents are not reached through traditional public relations avenues, this .
article describes how one community college—Phoenix College (Ari-
zona)—has tried, and often succeeded, in solving the  problem. /[

" Phoenix hals~managed to communicate successfully with racial
and ethnic minorities, mature women, elderly or semor citizens, elemen-
tary school chrldren, economrcally deprived persons, veterans, phys-
ically handicapped persons, parents with problems, adults in specrﬁc

: businesses or professions, and the general public as a mass. 'lhls success
is the result of thoughtful plinnlng, extra effort, an’d individual caring

i
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on the part of administrators, teachers, and other staff members. As the
contributors to this sourcebook have emphasized, public relations is the .
\lmpac,l ofevery member of an institution on the various publics. Effective "~
participatien is required of everyone, because the ﬂpecmc client group
must understand that they and the college have a mutual interest in
meeting their educational needs. - S <
, Ineach case, the college located individual leadersand leadershlp '
. organizations W ithin the special target population. Because esl?ibhshmg
. . credubility with the nontr aditignal group is most important, their repre-
*sentdtives must have not only grass-roots respect, but also the respect of
the total community and of the media. These leaders work with the
. wllegesddmmlslrallon the faculty, and formal adusoxy committees
develop programs for individual needs as well as help 1o plan and car\ry o, 7
out the communications program. They are fundamental in inakmg N
. . sure that the special populatio knows w hat the community college has’
to offer, they are the people who know where to goand whomto contact.
. To communicate its méssages effectively, Phoenix College makes
use of minority and special-mterest media and ,in some cases, uses
nontradjtional :}d\elllSlnb on all-night disc-jockey radio programs. Stii-'
.o dents from among the special populduons are involved in creating and
. sending the messages. Community leaders distribute notices to the em-
ployees of local concerns through flyers, posters, and internal pubhca-
~ tions; and, with college representatives, they also give talks to’ civic,
8 business, social, and religious groups. Most effective is the wotd-of-
mouth communication of the special- populatlon leaders and other

o~
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. \\ An example of successful communications with,all local mlnonly
_groups isthe SIN (Successin Nursing) program at PhoenGColle e.SIN

g P g) prog g
. welcomes culturall dlff(;rent studenls who do not meet the admissions

Y

. requirements of the nursing pmgram ‘but who want a career in nursing
. and possess the posnne characlerlsucs of interest, initiative, and
", motivation. ' . .

- SIN is a three-year program having four phases: a prenursing
orientation suited tothe student’s needsand mleresls an introduction to,

. , community health care with emphasis on mlerculturgl health needs, .

. .admission to Phoenix College in the two-year nursing,program after '
‘ .'succcssfully completmg prenursing orientation, and a postgraduate

e e B
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- Jiving, an affiliate of Cathdlic Charities—sought referrals from the ..

‘e

[} . ¢

course to prepare the student for the state llcensmg exar‘nmauon and for
nursing practice as a reglstéred nurse. ’ .
College students in the nursing progrm visit agea high schools,
especially thosé with smany mmorn) students. Their efforts hdve
arofised enough interest to fill the program. Thus, once again, involving
___ thestudent body in'semistructured word-of-mouth communication has
‘been quite successful. . ~—

] ) )

.

o . ‘ ] -
Because Phoenlx Is a retirement city, i has a large population of
~older people. TELOCA (To Enrich Lives of Community Adults) is a

pilot program which was housed in the club room at Phoenix College

. until it outgréw the facility. This daycare center for senior titizens who

&

do not né&d medical or nursing care, but who tire easily or hdve mod-
erate disabilities and find other adult recreation cefyers too strenuots,
solves a Tot of problems for a lot of people. It cares for elderly relames
tooenfeebled to be left alone all day while family members are at work. It
relieves.the minds of older adults who feel they're lmposmg on families
who love each other but get-cabin fever because they can tget time, out
for separate activities. At no time has color, race, ethnic origin, rellglon
or creed, or Ability to pay a full fee been a factor in acceptance into the
center program

Commumcauon about TELOCA was done by specral-pa)ulauon
leaders and orhertommunlt) leaders. The three sponsor. s—Ploen;
College St. Joseph’s Hospital, and -the Foundation for Senior Adult .

Yeterans Administration Hospital, the Visiting Nurse Service, Good
Samaritan Rehabilitation Office, valley churches, and medlcal facilities.
Interested community leaders spoke to special-intérést groups, ap-’
* peared on local television progfams, and helped place feature stories in
local newspapers and- njagazines.
. Another program for this special population, an Elder Arts Fes-
, tival,which was held on the campus this spti ing. The festival included an
artéxhibitand contest, a creative writing ompetition, dnd a performmg
arts show. All activities weré:judged, and awards and recognition “ere --
- given to participants. - . o
Communication with the public will bé u\oﬁ)ld First, the coordl-
nator of education programs for older, americans for' the Mdrlaopa
County Community College le[rl(.l will meet with advisory tommittees
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and enlist their help. A key source of support is the Maricopa County | -,
Council of Senior Citizens, representing all groups in’ the area. This ~
, , coundil produces and drculatés a newslester to this speciat population. ® -
: "Many other agencies for the aging will alsg wvork to promote the festival, -
and individual retirement communpities and mobile bomé barks will be ’
" contacted. . o e e
. The second form of communication,with these older American’
% will be their contact with the campus during their participation in the*
program. We have.found that this kind of “contact” communication,
which results from bringing nor‘nradit‘iqnal students to the, college for <
programs that make them feel welcome and introduce them to some of ~ *
the opportunities available to them, has been véry effective. Some of th¢
drawing cards have been special campus days sponsoregk by student’
_ groups, such as the Mecha-Chicano Awareness Day, the Klinapahas R
S Indidn Pow-Wow, and Black Bear Day sponsored*by the Afro Club,and .
" free lectures and forums for women at the Center for Women. e
. 0 ' <L : B co ) e

elementary. and secondary students . & - - e
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Two other programs bring elementaryeschool children onto 'the .
campus and thereby introdtice them to the communify college at an
early age. These are the National Summer Youth Sports Program and
remedial reading, math, and typingclasses offered throughthe Phoenix’
College Re?ldipg Institute: ¢ - . 'r“!,kz o ‘
“ — _ng;_lll%pasgueighl years, thtee to four hundred, preteens a,n‘a- S
. teenagersdrom five inner-city project areas havé spent part of theity
summer on ghe campus in a summer youth pfogram spansored by, the
college and the National Collegiate Athletic Assg'c’iatioh.”Youngsters‘ of
all races, colors, and creeds’begin the day at Phoenix Cpﬁege with

~ g

B

.

.- breakfast; later a federafly subsudized, balanced Tunch is sérved i4 the ,
o college cafeteria. ? ‘ S e DL 7
Girls have instruction in volleyball, softball, badririton, gyin-, i
-~ nastics, andiddnce..Bo)s par%ic_“ipz_i'te’ in weight training, boxing, karagé, St
' .« basketball, wrestling, handball, track and ﬁelgi'gporls, and trampoline

work. Both sexes enjoy a “good.time” swim prograglﬂevery‘dgyﬁ\}high o
includes some instruction. Drugs, careers, job )g]‘acement,‘cu]l,ural
awart.en'ess,"h) giene, and othergppropriate subjects are“disgussed dur- -
e _ing a'daily educational component. . ey TN
) Extras in‘the program include a tajent show ifh the college audi-

. torium tp which the public is invited, a day at “Big Surf,%and a picrijca.
B ! . ) - . b
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faturinga thousand hamburgers, Thereis a track meet and a basketball

4
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{ . . . .
tournament complete with trophies. ribbons, and cash prizes.
Physical gxaminations are givén to the younggters before the
program begiris,-and if ailments such as heargmurmurs or dental prob-

lems are found, the youngsters are referred to local agehcie Tollow-
. up tréatment. O .
i p

‘Here again, i‘h.?"a{xable cohmmunicar:ioh goes on betw eer‘ld these
young people from. poo qareas of the city ;afid dedicated and <aring
faculty and staff members, working with special-population and com-
mynity leaders. Grade scho%
Public Housing Authority representatives, Leadership and Education
ggrﬁ’the é(_ivanc,emeﬁt of the People of Phoenix (LEAP) workers, com-
ﬁnif?ﬁt{ services agencies, and tollege staff members w ho go into the five
10\6~inc:c;m'é housing projects draw hundreds of boys and girls to the
campus each year. | i ’ S

The success of t%@g)‘lam for children with reading, math, or’

typing problems depends on contact with community agencies, visits
with founselors, dedicated faculty speaking to community groups and

‘taking part in learning disabilities@eminars for adolescentg;referrals .

from comrquhit'if‘agenc/ig,s such as the Association for Children with
Learning Disabilities, and most. of all on "word-of-mouth

communication. G . -
) © ) ‘;, 3 L ¢
. 3 7

-

° .

, AN | .
"The most dramatig éxample of successful grass-roots communi-

cation metﬁ&~d§ is the /‘Xdult Family, Living Program sponsored by tb:;

principalsiit the inner g%\, City of Phoenix™

< w
parentswith problems

L]

.

/

collége’s home ®conomics department aind the State Department of -

V@cétional Education. Sevenfj parent education classes were taught.
during the 1975-76 year, w i}ﬁ an enrollment of 1,520. Couples classes
are taught in the evening sof fathers can attend. A total of 880 persons
attended special Fathers’ N;fght activities.» ' )
"~ Thegoal of the progiam is to educate parents for more effective
family life. Fherole of the family within the community is emphasized.
This is a preventive program in which college instructors skilled in
group dynamics lead discussion classés geared to the needs of the
participants. ‘ - e

. The public relations work for the program is handled by volun-"

teers, with a minimal amount of help from the college department of
public information. The Valley-Wide Publicity Committee produces a

!

»
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brochure, distiibutes it, provides informatign for news releases, appears

-

"with instructors ands the coordinator gn television, and contacts the .
media with unusual and newsworthy information for feature stories.

nursing home workers .

-~ - &
.

. N » .
. Another suceessful, nm]lr.ldili().n.ii program, which has drawn
letters of mquiry from all over th country, is MIST (Mobile In-Service
_ Training) for nersing home personnel. Many nursing homes and small
. hospitals feel a need to update the profgssional training of their nurses
and other caregivers. New techniques ande knowledge make continuing g
eguc.iti(m essentigl. Unfortunately, however, most of these institutions * ~
. have limilcq staffs and small budgets, hiring mstructors or giving work-
= -, exs time off to attend outside classes issimpractical. -*
MIST solves the problem. The college ¢oordinator-instructor “
Tisits cach Aiursing home or small hospital to exphain the concept of an-
" individual ['nogmm.sl}itcd to the priorities of the staff. She may suggestd. '
\ dasgigtheskills and capabdities needed to deliver quali{) care; in‘the
de\clopn@it. organizgtion, angd management of programs of care; in
1 rehabilisativg nuising, food handling, househeeping, patient activities,
\ sthe human aspects of delivering care, or gerontological nursing. Itoften
. takes many hours and a return v i.si} before the clients decide what they
want to learn. And often, the program dexeloped is so individual in
nature, itxm) never again ke presented to another group, N i
‘ To publicize this program, the college submitted articles to such”
o special-interest media asMrizona Nurse and the Anierican Journal of Nurs-
ing, as well assent information to ‘medical editors of logal newspapers,
the 1ocal educational television public service editor; and the college
district radio station. The traditional media alse’ responded, but much of -
the real colnmunication was done by enthusiastic coll®ge staff'members,
w ho persuaded the spedial population that the college was eagerT, and
could, meet their individual, nontraditional educationat needs.
. .

o -

.

A

the«handicap'ped‘and the p'oor v S T e

.

b

Special community service programs, such as Basic Sign Lan-
guage and Sign Langugge for the Hearing, and. consumer and home- .
making classes given th uflgh the home economics department’s “de-
pressed-area pruject,” such ad Sewing for the Blind, are examples of =
nontraditional classes offtred to help the handicapped. These persons

re contacted by special-population ‘leaders, such as vocational re- -
« < "e
. St
' \)4 » . N N .o
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habilitation grotps, and by civic groups sach as the Lions. However,
once agam a great number of those ctmolled in these o u)eus headof *
' * the programs by woid-ofemouth. e

depressed-area project sponsuied by the college and the Arizona State
Deparlmem of Vocational Edaication. Classes are offered as a result of,
requests and the expressed needs of agencies and the populationtobe » *
/ served. However, lings of communication between the college and the
specnal population leaders or agencies must be kept open. A sponsoting
_agency w ithin the community works cooperatively with Phoemx College
“to take care of the local needs of e. uh group..Agencies are responsible
» ™for recrumng students. . - )

.
. -

.4 B .
* . Al

- geheral public

I
) & S ( v ,

An example of successful communication with the public as'a ™"
whole'is demoxiStmted by the college’s Home Aits and Cmf[s Programat
’ioneer, a reéstored and reconstiucted late-nineteenth- -tentury Arizona
‘tO\anust north ufPhuemx Pioneer, 1ecognized as-a “classropim w. ithout
walls” by rfany educ.uors, is a living-history museum offering yvisitors a
u&;ue opportunit Xperterge first-hand the nearly forg gotten daily
ol activities of the plommdumm at the museum copducts
. classes, warkshops, and demunstum pioneer arts. Througly trips .
to this popular attraction last year, more than ninety-six thousand peo-"
ple; including thousdnds of ¢hildren bri educational tuips, leatned of .
nontraditional Phoenix Collegt;_uﬁcnngs through the wmwum/du Ve

- 'the museum,, . , s

u‘ ’ ' ) \'~ - -

R These are somelofthe ways one’community mIIEge has tried to

' sohe the prublemsyf communication with nontiaditional students in ¢

. 'nontradjtional progrgms. The mast important factor in its success hds '
been erediblé: communjcation. This behcul‘)lht) was achieved, first, by
contacting leadership organizations, lcspecl(:d leaders f the, sJ)euﬁc

target populations, and community gruups qnd ‘speuﬁc leaders within
. thern, second, by asking these leaders t6 serve on advisory committees
and to help plan appropyiate proggams. Both steps must be taken before

ﬂg message can be c/lmumcalcd effectively. , -

Then, unusual use of traditional media, use 9f minority and
special-interest media, invelving special-population stddents enrplled in .
‘ the student body, distributing the message -via the ‘special-population -
" leaders and other commumt) leaders, and “open house” community

~ ’ v
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college programs for speual populations are all eff eau\c mem'uhcauon
¥ 'techmques. ;s N .

But in all successful special population progmms, Phoemx Col-
lege has<discovered that word-of-mouth communications “ire the most
effective; and nontraditional programs so successful that the par-

- ucqﬁts will be eager to go back to their friends and spread the message.

It takes thoughtful planning, extra effort, and mdn idual caring on the
part of everyone involved. - -
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’Maggze Eitzen is dlrector of public znfonnatzo%aﬁ"’ .
Coe . Phoenix College in Apzona She is a natzomlly knoun . T -
5 journalist and'i is an active poet as well. . : et )
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. ) . «Colleges can promote their educational
- %, « mission and programs through free public
service coveragé on radio and television.

’
“ .

€

o tapping the ““fyee”
. and radid mar
A - " james m. richmond,

Getting'tlle word out to citizens about community college programs and
servigtys taking on new tmportance in a time of stabilizing student
enrollments. The task is complicated at many institutions by limited
funds for student recruitment and advertising campaigns. Yet com

u-
I/‘\

radio. i . .
. Such irMed media coverage does not ne

nity colleges can make better jise of an effective and oft$ .No co
., communication medium. public seryice progiamming onteleviSionand

£

cessarily require a

large public _relations staf_fqa—;&kjlkst attention to the special format and
needs of public affairs programming., Through the use of audiovisual
equipm&)fm‘ail'able in most college media centers today, public service
spots of professional quality can be produced for immedidte use by the
electronic media. ) o P
Television and radio stations are regulated and subject to peri-
odig !fcense rehewal by the Federal Communicafiong Commissi_bn
(FCC). Although the FCC does not dictate how much air time must be
_ devated to public affairs programthing, the stations must operate in the
“public interést.” Oné of the beSt ways for these fiiedia to document such
pu‘lzgii: interest at licénse-renewal time is to pull out programming log-

. . .

. N
@' Dizections for.LCommumty Colleges, 20, Wnter 1977, :
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. .
books and complimentary letters that show they regularly broadcast free
public service announcements (PSA) for nonproﬁl organizations in the

© community.

. - How can a commumty college tap lhue sources of free publicity?

The first step is to determune whether an mstitution’s public relations

o« staffis scndmg odt PSAs on a regular basis. A bit of other institutional

,muospecuon is helpful: s
—Has the college conl.;ued public affairs directors at area radio

and television stations to find outwhat theii special requiremnentsare fm

pablic s service, announcements and what public affairs programs seem

|~ suudble for college participationz ™' - ! A
e & the msmutlon ef[ecmél) uulmng available audiovisual
. equnpmem such as cassette or reel-to-reel tape recorders, cameras that

« produce slides, 16mm movig came?as and television production and
videotaping facilities, to dey eldp and distribute public service
announceinentsz- ‘ | .

—Are wllege administrators, faculty members, and trustees reg—
ularly scheduled to appear as guests on public affairs programs?*

ZHasthe cllege drawn on the talents of journalism and commu-
nicatian students or volunteers in expanding its public affairs cov erage?

. - If lhe answer to most of these questions is not yes, the college can

» benefit fromt | greater television aid radio publicity. The keystone is

remembering that the twa mpédiuins have very different and demanding

“programming requirements and jneeds. . -~ i
. ~ > r

rgdio : s
- 7 .
. - Radio Isthe quickest, mosteconomical, and most efficient tool for
telling a community college’s st(’r) to its public. Usually a college can®

" garuer _free public Yervice announcements without fear of a station’s

critical eye on whetherthe Lollege has purchased commiércials for other,
. _programs. Radio stations tond, however, to be much more cordial and’
,coupemme in airing PSAs if the college also buyk radio time as part of its

/ regular advertising progfam, — .

s The radio PSA is an excelleﬁt means of motivating people—
/ prompting them to attend a college open house or cullural event, re-
/ minding them to enroll inr college coursgs by a certain date or to take
¢ advantage of commmunity service programs. (The radio PSA should not
e be used to announce, staff pramotions; trustee elections, or college
opposition to energy g.ulba'cks.)) . -

- L ) S : N
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i “ Writing for Radio. An effective 1adio PSA concentrates on commu-
nicating one basic idea to the listener in no more than ten, twenty, or thirty «
seconds. Such a PSA may be eitlier live (read dnrecll) on the air by the
station announcer from copy provided by the community cllege) or

_ recorded on tape by the college ot the station. »

’ . Cuyahoga Community. College (CCC), a three-campus system

. serving twenty-eight thousand students in Greater Cleveland, has used

both approaches to radio PSAs. About fifteen PSA scripts are mailed to

. area radio stations each month. Each script is not more than thirty

. seconds long. All copy is timed according to a formula of two-and-one-

half words per second. The copy should be ty ped so that each line is
ited to a phrase or clause that can be read by the announcer in one
breath. A common format is the following: - . . -

- \

W

.

N B » s

FROM: C - ) " (PSA LENGTH) -

Office of College Relduons & Development . <
R Cuyahoga Community College 241-5966

1 s

FOR USE: June 1, .= — June 15, ) : ‘

- - Pubhc Servace >Innouncemmzt

v Citizens sixty years of age or older

) “can enroll tuition-free in classes oo : .
at Cuyahoga Community College. .
For information, tall: two-four- . .
one-five-ninesix-six. . ' . :

Qo All radio scripts aré mm]ed to stations at least two weeks, before »
tife colleg > requires the covetage. Inthose cases wheie there is unusual -
need to have a PSA aired, the collebe s pubhc relations office follows up
with a call to the public service director at each area radio station.

' Cuyahoga Community College has also identified the local staiions t-hat ‘
. willaccept ollege-produced PSAs for transcription w the stations’ Ldpe-
carmdge playback equipment. . -
“Radio PSAs are produced in the college’s educational medna i
center; which has a sqund studio’and prufessxonal 1eel-to-reel recording -
ipment. A-member of the wllege lel.nuuns staff develops the script- .
> and narrates copy. For quality sound reproducuon, reel-tw-reel dupli-
c4te tapes are then made and delivered to area statibns. . . C

Q ~
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Equipment Needed. Sophisticated taping facilities and equipment
are not required for a college to produce and distribute its own radio
PSAs. For example, before conipleting its $20 ‘million Penn Valley
Conimunity College campus in 1972, the Metropolitan Community
~Colleges system in Kansas City converted the basement of a red brick
_home on college property into a photography and sound studio., The
studio was built by the staff and otitfitted with only the simplest record-
ing equipment. Nevertheless, the makeshift studio did provide the si-

lence and privacy necessary for taping radio PSAs, as well as audio

segments of television PSAs anﬁc}lY collgge slide/sound presentations. No
matter how sophisticated and consenjent audid taping facilities may be,
a college should ensure that area radjo stations will use taped PSAs and
that such tapes are tailored to th§ specific technical preferences of

individual stations. \-—'f )
. * Many larger radio stations™Will also help a community college

produce a series of PSAs that might focus on year-long community’
service courses or lectures® Stations can then make copiés, at either
nominal cost to the college or for free, that can be made available to
other local stations. A college should not be afrdid occasionally to ask for

. such special help. ” }
. Other Public Affairs Coverage Inaddition to using short PSAs, radio -

-

.stations also schedule public affairs interviews and. feature programs
that range in léngth from a féw minutes to several hours. A community
college can contact public service directors to get the titles of talk shows,
descriptions of formats, and the names of the persons responsible for
securing guests. - - ‘ ; _— ' .

) “To generate public affairs coverage, colleges can compile an
“experts list” of staff-members with experience and education in such
fields as energy, the environment, economics, health sciences, and for-
eign affairs. The list should be made available to radio stations as a
resource pool for both public affairs and news commentary. )

+ Muchasthey do with PSA series, many.stations will often agree to

focus on a college project of major community,importance through one

or a series of public affairs programs. - .

- Smaller radio stations often require that their limited staffs com-
bine on-air announcing and public affairs and newsrdom work with
advertising sales responsibilities. Withsuch a crunch of work, statiori
persofinel are frequently hard pressed to handle the coordination and

_planning necessary to fill public affairs time slots. To help them out,the
college may offer to send regular public affairs program tapes. Stations
- 3 . . .
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can be surveyed by letter or telephone to see whether they are inter-
ested; if they are, the college public relations office, a speech i mstructor
or even a student volunteer can often record and send several auditi
tapes contining interviews on college news, edycationdl, and cultm“aTA
-activities. A weekly series can ‘then be launched with just a borrowed
cassette recorder, ai interyiewer, and a good college public affairs topic
lhat would interest the general community. -

. /

.

’ , \ .

. television

Liké their radio. counterparts, all television stations devote con-
§iderable time to hoth public service announcements artl pubhc affairs
programmmg A college’s exnstlng audiovisual equipment cansplay an
even more important role in the television medium, which naturally
emphasizes sound, pictures, and she impact of motion and color,

Most large community colleges have the resources to at least
occasionally submit PSAs to television outlets. Many have iricorporated
the regular production and distribution of television PSAs on specific
college themes as part of thelr annual college relauons program
objectives. '

Cu)ahoga Commumt) College produces two essential types of
television PSAs. One or both of the formats are also within thg equip-
mentand produdtion capability of almost all community colleges. “Live”
television PSAs consist of written copy and 35mm slides. The other

..option is providing. the station w nh 16mm film or videotape. In both
formats, the visual and audio content must be of high quality.

Scripting for TV. CCC uses the script-and-slide mode primarily to
promote llpcuminhcdllege sociathind cultural activities and to spotlight
specific types, of services—senior citizens” programs, career develop-
ment op portunities for yomen and miinorifies, and off cdmpt’ls educa-

, tional center offerings. ’ - . .
. Television PSAs are usually ten, us\em) thirty, or snxt) seconds in
lengih. For maximum.impact, copy-and-slide PSAs are never longer
than thirty seconds. Because of the importance of motion on television,
CCC always uses either videotape or film for thirty- and sixty-second T
spots. Whether the PSA is live or filmed, tie script is prepared,in the

" same manner as a radio announcement copy. Attention'must be given to
directly linking the slide content with the audio message. F oll(m ing is an :

example of a televmon PSA script: , -

-
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. + VIDEO: ’ _ “AUDIO:
S Slide No. I« You're never too old for college.

l (CCé classroom scene— a .
all ages, but foreground  And for those 60 years of age .
. focus on older students) , ' ) -
\L/ . ‘s )

Slide No..2 or older . .. there's np cost. . . )
- (senior citizen, books in . . .

hand, smiling. walking up ~ at Cuyahoga Community College.

L]

student center steps) . . :
Slide No. 3 J ‘All'it takes is a phone call. i
(CCC logo 1.D. yith : .
- phone nuinber) . . : <
"A community college can de\elop PSAs with the copy-slide for- .

mat eastly and economically. The copy should be findlized first, and then
special 35mm sitdesfor the specific PSA should be taken by a member of
: the'staff or a freelance plegmphcl. Although many (nmn}umt) col- s
leges maintairi slidelibraries, itis almost always better to shoot new slides
than to attempt mdtching existing slides with PSA copYy. .
4 ¢ The filmed o] \1deompe(l PSA at first though( mlght seem 1o
.o demanding for many colleges’ staff and expertise. In a sense, it,should .
) seem so. for television is an e\aulng medium. Most stdtions will not
. accept PSA film or videotape w hose sound and visual content fdlls bcl()\\
t normal telecast standards. . ' B
N Nevertheless, a community collegé can begm with a $100, 16mm
motie camera and relatively pyintitive audio facilities. Using a scriptfor
e direction, a staff member or freelance’ photographer Lan film appropri-
ate scenes. When. llp synchronization is not 1equired, the audio segment.
. of the PSA «an be narrated and taped on equipment available thiough .
most commumt) colleges’ educauonal media centers. ¢
W Camnera-original film, audm tape, and script can then be sent to a
commerdial film and audio Pl()(chll]b_L()nlpdl]), listed'in the telephone
directories of most medium and large citiesy for film processing, editing,.
audio synchronizing. and tiansfer to a composite 16mm color film with
AL magnetic or pptical strip sound. Such firms will also add appropriate. .
titles, The cost of this commerdial work and, éxtra cdmposite prints is
usuall) less than three hundied dollars for a thirty-second television *
15.7. W .
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:, ) Colleges can someumes employ aneverrlessgxpensive met‘noci&)f

‘ production. As a special favor, some television stations will take edited

s 16mm film, title slides, and audio tape. Workmg.wnh the PSA copy, -

stations can then use special equipment to integrate the various elements /
into a fihal videotape. Many stations4ill insist, however, on receiving the
PSA'in compasite 16mm color film with strip sound. It is always Best to
provide stations with as close to finished products as possible.

Whatever the format used, a college should always contact local
television public seryice directors regarding the concept for a PSA
before progucing or submitting it to stations. If a favorable response is

' received, the PSA can be developed and then delivgged to station Tepre- e L

sentatives. Personal contact with the stations, befd¥e and after produc-
tion, helps ensure that the PSA meets their guidelines and that the spot
will be used. In many cases, stations will agree'to nouf) the college

R exactly when the PSA ¥ill be.aired, =~

An example of what a relatively small community colleg& can

'achleyq in effective television PSA coverage is~provided by Johnson

County Community College (]CCC) Located jn Overland Park, a sub-

) urb of Kansas City, JCCC has developed both copy-slide.and film PS Ase

- for.television.

. ‘To promote its summer session, the college cregted an unusual
PSA that required installing a 16mm camera, with an automatic time- - '
lapse filming capability; on the roof of its tallest campus building. The
camera recorded a panorama of outdoor a-cti\it): students driving into
campus parking lots,w alking geross campus to class, visiting and study-
ing on campus patios, and leaving the campus at twilight. The resulting
television spot effectively comeyed the message that JCCC wasalively ~ P
place indeed during the summer. , '

Cable Television’s Potential This Kansa# community college is also
an example of how instifutions can make better use of their own televi-

., sion studio. JCCCis one ofonl) a.handful.of community college$ in the
nation witha studio thatis dnrectl) linked to a comimunity cabletelevision
system.” Today, the college produces and telecasts programs from its
campus studio into eighteen thousdnd homes each evening. Yet long he
before the, direct cable hookup \as made, JCCC was producing pro-
grams in its studio and delivering videotapes to the cable television

... . . station: for telecast to its home viewers.

Community colleges with a campus videotaping capablln) should
check to see whether there are cable television stations int the area willing
and equnpped to accept college—producemprogrdms Comiperdial televi-
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sion stations, however, cannot accept most videotape programs that

have been filmed in college television facilities because the level of

transmission quality dictated by the FCCis too high for colleges to reach.
. The stations must also use their own equipment to transfer copy-slide or

film PSAs to videotape fqr later telecast.

. Using Staff Resources Like radio stations, television outlets wel-
come good ideas for public affairs programs. Istherea faculty experton
the potential of solar energy? So, an assistant dean is an acknowledged '
authority on the implications of the Equal Rights Amendment. Un-
employmentis high, yet the collegeplacementdirector has job offers for

. twice the number of students graduating in certain career fields. -,

The 0dds are a local television station has either regular public
‘affairs programs or an immedifte need to spotllght such staff members
on a newscast. When a community college has a story or a news item that
fits the format or current topic of a public affairs program, the college
_should aggressnel) presentitsideas tothe station’s news or public affairs
“personnel. *

When a college receives radio or telewsnon PSA coverage, letter
should be wrjtten thanking the station. These letters aie filed with the
Federal Communlcauons Commission as proo hat'the station is meet-
ing its public service commitment to the comriunity.

Colleges interested in expanding their media coverage can draw

. on several industry publications for additional information on how to
effectively get radio and television time. Two of the best gich publica-
tions are aiailable from the National Association of Broadcasters. For
single, compllmemar) copies of If You Want 4ir Timf and.$g You're Going
on TV, write to the Public Relations Departmen/t)m'l)gmmil!;ssoaatmn of

Broadcasters, 1771 “N” Street, N w.,, Washmgton D.€. 20036.

~ James M. Richmond is director of commmications for the
W. K. Kellogg Foundation of Battle Creek, Michigan. A
former newspaper reporter and editor, he has also served
in public relations positions at Cuyahoga Community
College Cleveland, Ohio;. Johnson County Community
- College, OUerJand Park, Kansas; and the Metropolitan
- Communily Colleges system, Kansas Czty, Missouri, | .
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Instztutzons need to examine their [nlblu: relatzons
programs for mzs‘leadmg am) inaccurate statements .
-~ and develop specific ways to give students the

information they need for making decisions._

[3%

the right of the student consumer

to be better mformed

P

v 8
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Ina hlstorlc message to Congress in 1962, Presxdent Kennedy declared ,

" that four basic nsumer rights (the right to safety, the rlght tobe ™
) mformed the Aght to choose, and the right to be hegtd) should form a

framéwork for national policy making. In so sayin§ he was both re”

spondmg to and stimulating the consumer protectior movement that

has ‘achieyed suelr strength since Ihen In the field’ of educatxon in
parucul?rtthe rapid growth of this niovement caught many by surprise.

Now, therefore, those responsible for public relations must work hard to

CRpt Ty Far
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epsure that their programs "do not abridge the rights exthg{é)f student
“cpmisumiers or of the great consumer at large, society.

Cs Ofall the ramifications of this movementin postsecondary eduga-

‘tion, none has been as far-reaching as the recent emphasis on ‘the —

student’s Tight not just to ke informed but to be better informed. The

, injtial'mandate for better information came from" t,he federal‘”govem-
“mentand was primarily desxgned tq protect the. federal dollar support‘.
,;mg a wide array of federal programs, But while federa] leglslatlon x

[N
.
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.

w Directions ﬁzr Cammumty Colleg’es, 20, Winter 1977.- m4 9

e public, a number of non-

-
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~'provided the initial impetus, prod‘dm? colleges nationwide to take@ae -
. - 8ood look at what they are tellmg h



governmental agenues consumer advocates, and’ student groups also
recognized thei lmpurtame ofabetter informed szudent'consumer. And
sincg”their interest was not focused strictly on the abiise’of federal
programs they have been “able to deal with the broader lmpllcauon,s of
helping institutions become niore xcspunsl\e to the mf()rmmon needs
of their students. :

" .

> -~

.
_ what is better information?
w 2

Do postsecondary (.du(_dll()l]dl institutions intend to cheat stu-
C dents? In most cases, the dns\xer is no—not O\ertl) Yet students are
being “cheated” xfthe) dare 'led to expect more from an.institution than '
that institution edn deliver. It is important to note that although many
institutions sincerely believe that what they pubhs}i in their catalogues”
and other public information documents is accurate, many statements ) .
regarding what an education at a gl\ eninstitution can do fér an individ-
 ual cannot be determined to be, eithertrue or false. Rather, the material
generally consists of undoeumented and umes1ed stategnents.

While thosts hy proy ided | publit in fbrmatmn in the past werenot* -

* .. totally insensitivé e the irtformation needs of studems,lhe) were alltoo

ofien motivatéd -té send, ont glossy mdterial that would, presumably,

., boost sagging enrollments. But sigce fedteral regulmons and wide-
o s’predd \olumdr} effoﬁs have’ pressured many institutions to striveto
improve their publi¢ information prroglams other cglleges now rgcog-

y do not take similar steps,they surély run the r?Skofbemg’
it of the highly competitive eduedtlonal marketplace Most

educatqrskaye facedﬂle fact’ thatit is now time to act; the problem is that
many snmply ot Lnow where to begin !n essenee, pow that most

*

insttutiops are mllmg {mde\ ote the tjme esources necessary to
improve their programs, detk'f"mmmg exactly WHat better iftformationis .~ ~
; has become a-top, prlorlty RN . s e <
.ot . This assessment is diffictile mai ﬂiecause the characterlstlcs of

better information largel) depend prfthe uniqug nature of the instity-
tion providing the information. Neyertheléss, the members of the N@‘
tional Task Force on Better Information for Sttlde’mc}xonce sponsqf‘ed R
by the Fund for the Improt ement of Postsecondary Flucatign, agreed ’
~ recently that better information, although it mﬁf be;much mare, has at
= least the following characteristics: ‘

. L —It helps students become aware of the full spectrum of post-

secondary opportunities and to reahstlcall) selgct those alterhatives that
-*are truly gecéssible. o % * gt
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' It is really pertmem to decision mal\mg, hence, it discloses the

full costs of attendance, the chances of receiving finandjal assistance,
-program offerings, and likely changes in programss
-—It is not addressed to the*"typical student,” rather, it is pres-

.ented in a variety of ways to different types of students. It spell out

restrictions for certain students, such as transfers and educationally
disddvantaged students. . v

—Itis accurate, up to date, and representative of w hat normall)
occurs at the institution. High standards u! accuracy and relmblllt) must
be maintairied. - .

—Itcan be substantiated with data, or 1t lends itself to some form
of \erlﬁcatlon (i\dmlssmns and financial aid data, for example, can be
summarized in graphs and charts.) Rhetorical statements and subjective
Judgments are not present.

—Itis apalytical and, if ¢ 1ppropnate critical. It includes candid
assessments of the institution and its offerings.

—It describes probable student experiences. The attitudes and_

experiences of currently enrolled students; can provide incoming stu-*
dents with an idea of what is likely to happen to them. p
—It highlights the distinctive nature of the msmuuon——-empha-
sizing special features and the type of educanon offered. It contains
spedific statements about programs aad student, support services. -
It covers topics in detail. Explanauons of procedures and re-
quirements are focused and specific. Sl
—It communicates effectively. The material is written for the
intended audience. Although detailed, quantitative inform\gtion is in-
cluded, the presentation is still concise and easily understood.

[
¢ “s

'

v ~ -~ N

Although general suggestions are helpful, institutions seriously
interested in improving their public informativn efforts will also have to
become thoroughly gcquainted with federal legislation in‘this area, since
itdictatés that certain information be disclused: In addition, more recent
measures provide’ the means w hereby institutions can more easily un-
dertake and participate in voluntary efforts. . ’
\#preuousl) mentioned, consumer protecuon measures in edu-
cation initially involved federal action designed ‘to protect federal in-’
vestments. The Guaranteed Student Loan Regulations, for example,
requn'e that institutions inc rease the'information to students so that they
Will b®more aware of}he charg(teristics of an'institution before they
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enroll. The reghl‘iti(ms state that f:)r “courses of study the purpose of
whiich is to prepare students for a particglar vocatjon, trade, or career
" field,” published information must incdude the percentage of recent
graduatés who have obtained positions in the fields for which they were
prepared and their average starting salary. According to the guidelines,
the institutich may use regional o1 national data only if it cannot obtain
meamqgf ul data on its own graduates after myking 4 good-taith effort.
: Profit-making institutions have been under the jurisdiction of the
« Federal Trade (‘mmNn,(P'I‘C) tfor decades. In the May 15, 1975,
\ Federal Register mew requirements related to advertising, disclosure,
cooling-off periods, and refunds were proposed fofproprietary schouls,
which became eligible for federal student aid funds in the 1972 Higher
Education \mcndmtpta The subsequent guidelines for.promotion and
advertising were designéd to thwart unfair methods ofwmpeuu()n and
deceptive acts that would victitnize the consumer. College and university
. leaders wete alerted to take notice of the widely publicized FTC require-
ments, hich call for disflosut e of such items as the number of students .
who fail to unnpl%w program of training or studigs, the actual
number.who graduate from an entering, class, the number and per-
centage of enrollees who actually obtained gmployment, and th;zﬁal)
ranges of those employge. And,as expected, since these requiréfhents \
were imposed, on the proprietary sector, that sector has pressed for
similar public disclosure by all educational institutions (Bender, 1975).
_The 1976 Education Amendments are a culmination of federal
o attempts to regulat¢ consumer protection. They contain a series of  agy
pro} isions designed to tighten 4yp on institutional administration Ofthe
probmms protect the 5tud;,m ugsumer_, andimprove student informa-
tion services. This most recent fé Aeraf legislation ,f()cu§e\§- very _
speuﬁgally on the information-aspect of consumer pmtecnon Subpart 5
~ of Title IV aulhomes'a new Educational Information’ Program which
will provide funds to the states on the basis of popufation, with a max-
. imum of $50,000 to each state. States will be abld to submit plans ™
ol indGgiie ‘use of grants or contracty with institutions of higher
- _ education and other organizatipns to set up “Educational Information :
" Centers" that will be available to all flesidents of the state, within a
: reasonable distance from their homes. These Centers will provide infor-
mation about postsécondary educational opportunities—programavail- ,
-ability, ddmlsswns procedures, finandidl aid, guidance ahd counsellng, T
and remedial or tutorial services. :
The 1976 Education Amendmems also contain a general provi-

~

. sion for student mf"ormauon services, Institutions receiving any type of
, e . .
Q| - ) ~
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| federal student aid funds must.carry out a program to disseminate
| information to students who i inquire about finandial aid. The new infor-
| mation mustinclude what student assistance is available, how it is distrib-
. uted, the means of application, the rights and réspongsibilities of students
' receiving aid, costs of attendance, refund policies, and the academnc
programs of the institution.

*

..

v
L .

\ . ' .
| - Although the federal gorernment has provided a.great' deal cf
dnrecuon Jts efforts have been limited to a few aréas, such as admnssnons
and financial aid. Thus, leadership on other fronts has been given by
. otheragencies. A reyiew of several of their efforts may proride a more
"+ explicitidea of what dn institution can do to improye its public informa-
’ tion program. * f. T
' In 1975 the Fund for the Improvement of Postsecondary Educa-
tion (part of the Department of Health, Education, and Welfare)
awarded gmms to sixteen postsecondary msmuuons’égﬁ'd agencies to
join ina national woperative venture called National Project I. “Better
Information for Student Choice.” It éncouraged postsecondary institu-
tjons to go beyond the problems of consumer abuse in an attempt to
provide information that would facilitate a better match’ between stu-

~

ing in the individual project activities, thie project directors have been
members of a national task force which has served as a common forum
for further development and dissemination of useful strategies. The
task force activities have been diiécted by the Education Commission of
the States. (For more information, see Consumer Pro!edwn , 1974))
- .. .Fouragencies were selected as resource dgenucs to prm ide ana-
lyses and exafples of how comparable information about post-
seconda“ instutions might-be uffered to prospective students. These
agendics, workil b\\l[h agroup of pustsuundar) institutions, atteinpted
to compllc |nf()r\p(uun that would help students compare clleges in
_+terms of such vagiables as the emplu).lblllt) of graduates, costs, financial
aids, the* availability of spcuﬁ%lc rning 1esources, and the success and
faniu\e rates of their currént s[udg ts.

. Elevenofthe task force members, representing the diverse ty pes
of postsecondary institutions, have proditced some ‘type of prospectus
for their institution which includes a variety of topics and approaches
not typncall) found in educauundl information materials. Some exam-
ples include current regional and National dd[d on the availability of jobs

SOREE B B
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dents and thg opportunities available to them. In dddition to participat-’

- ~ . -‘v
. . . : . innovative approaches
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in various career fields; accurate ¢ducational cost projections; descrip-
tions agtd’cxplanalions of student attritign and retention rates; descrip-

processcs_and sludenl-fﬁcully interactions; the environment ofthe insti-
tution as viewed by various: studerit subcultures; and assessments by
graduates of the relationship between their educational experience and
job requirements. & - ) )

.

The November 14, 1976, New York Times described the completed
7 . J .. :

Birat College progpectus and a similar document developed by the
University of Calffornia at Irvine as startling for their candor and forthe

- =mamount of haid data theycontain. The lryine prospectus was produced

X

only after an extensivé survey was conducted among current and pro-
spective students’and high school and community college counselors in
order to gain a better understanding of the kinds of information these
students consider essential in making decisions about their education.
The forty-eight-page Irvine publication responds to the needs outlined
in the survey through the use of two major C()mponems‘: a descriptive
narrative concerned with UCI's academic’ programs and student life,
and a variety of graphs, charts, and 1ables that highlight the text by
Mustraung speafic statistical data about LCI, the nine campuses of the
University of California system, and college students across the country.
In many cases the data compate UCl to other mgjor colleges o univer-
sjties or to national norms. ‘

In an attempt to portray the campus more accurately, UCl drew
on a data bank assembled by using a variety of institutional research
instruments. For example, the American Councilon Education’s Survey
ot Incoming Freshmen was utilized to develop pyofiles of entering
sludcn}s, inclufling their demographic (,Imra(terislig:& edllcalional and

* career expectations, and attitudes about.society. Other survey in-
struments were employed to assess upperdclass stadents’ perceptions of

A} . . - . ..
such campus copeerns ds scholarship, faculty-student relationships, and
campus morale, as well, as to measure the impact of-college on students

_and to determine the financial aid requirements of enrolled students
. .

and how these needs are met {[ivine World News, Oct.-6, 1976). )

The Umversity of Calif()\rnia at Los Angeles, taking a different
approach, produced a unique publication entitled “Whogoes? What's it
like>” which did not come from the universipy-administration o the
admissions office. The preface states that the information “comes from

students—from incoming freshmen characterizing their own back-
s M R

1

. tions of the types of students who are most productive at the institution; *
* - . . - N .
current student and faculty perceptions of the quality of the learning

.
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grounds, interests, and educational dspn.muns_, and fiom upper- (.hg -

men characlerlzmg“the UCLA environment, based on lhtf) own e\pep-

enceatthe University.” The booklet answers such fuestignsas Who gaes

to UCLA? Some people siy that a lot of students from TCLA are frgm ~
- weallhy families; is that true? Is there ' big difference in Student acl{v
- ities and social life depending on Whether or not you live on cnmpus>
What do students say about teaching and f.mull\ -student rel.munslu}.‘;s>
Are there many students who are undedided about lhcn major ﬁCld‘Q\/
S caréer? \:’:wsludely‘s long-range goals? ;.

v Mountain Emplre Cummuml) College ,asmall, rura) L()}l,mumly
college w ith' a hlgh -enrulhmm in occupational-technical courses, re-
sponded to the better-infor mation challenge by sunveying recent gradu-

a " ates and I(;Cfl)jmph)) ers and disclosing the following infumation: de-
tailed job descriptions; entry-level’salaries, average salaries and salary

. .. rangesafter thojearson the job, uppmy»ﬁ’fis’foi advancement, mint

. imum educativnal requirements for jub enuy, desited eduumundl re-

. qulremems for advancément, hife styles on the job, long-1ange projes-
~, tons for continued and futwe cniployment, the mobility. factor-
associated w ith certain jobs, local emiptoyers” attitudes toward jn-service
educauun vple with degieés versus people without dcglecs, and
older peupl(‘ entering, [thl the history of unemplo)hmm \
iods; and.the local, lcglmml andhational job outlook by program. -
- Several resource agencies also developed new approaches. For
.7 exam le, the Associated Colleges of the Midwest pr'u\idcd comparable .
N informgtion regarding the employ ability, earnings, and career patterns
of the graduates.of their thirteen member colleges. The College En-
trance \mminali:m Board established a method for classifying and

pre:sc;;z’, ing u.)mpal.nbk information un cducational costs and financial

.
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aid fof prospective students based on data from a div erse cross-section
... of pdstsecondary educational institutions. Sy1asuse Lm\eml) devel-
0 d and presented (ulnpdl.ll)lc information‘regarding opportinities .
S ‘,?f individualized lear ning and the availability of caicer planning serv-
izesdl ten rcprcscnmt;\c institutions.”And finally, the Western Interstate
(%ommxssmn on Hx;oh'cr Education wothed with five institutions to ¢pn-
“terr planning and management infor wration into forms useful to p}o- .
spgct;ve students. - ' .

L oo 'Y?hﬁ( \\l(iclyil?@@‘g‘gs, while very different in nalure, R
;' ‘—areallglmlldr in one redprct=they allacflec e philosophy that individ-

5 uals making decisiuns that will afféct the 1est of their lives are entitled to
- more thah the federal law dl(,ldl(:s %nd althpugh they recene(fmodesl

"\~
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grants ($25,000 maximum), most project ditectors ate epcouraging
simnilar institutions to try appropriate technigues without the incentive
, of federal funds. . !

~

. In an attempt to umunuc the progress made by National Pr: oject
I, the Fund for the lmpm\cment of Postsecondary Education awarded
the Vitginia Slmnul of Highier Education (also the 1202 Commiis- *
sio) a§rant for aone; syear project whichis currently under way. Before
, the grant wasawarded, the 1202 Commussion had prepared a consumer-
oriented directory of postsecondary educational opportunities in Vir-
ginia. Although this type of information helps prospective students *
bgcome aw are of what alternatives are truly accessible, it does not neces-
sarily help them choose wisely. To promote “better” choices, the Com-
mission reco snized that. prospectite entrantd need to hnow more about
the pmbablc onsequUEnCes of attending und completing une prografh or
ms;uuuun relative to angther, In its grant proposal, the Commission*
" stated “thyt the need fur “such information increases as prospective
. students auuite mote dlsuemm(u) power via state and federal diregt
student aid pxogmms - : : ? ‘
.. Thus, the ccmml quesnons for the Coundil’s project are (1) W hat .-
speuhc information dcmonstmbl\ promises 1 Jhelp Virginia’s prospec- -
. tive students: make better chm(.es*kAnd (2) To what types of. dwerse
postsecondary institiitions is it feasible _to make this information avail-
able, and how can this best be accomplished? The Commission will
- undértake anumber oflasksm searchuf answers to these questions, and
. if they succced ‘the ansiers should lead to a well-coordinated statewide |
“better in fm mation; effort which should also serve as,a.model for™ other
agencies and institutions fdcmw a similar challengc

w

the future - Co " ) o
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A number of forces have prompted postsecondary institutions to
develop.mechanisms w hereby they can gather and utilize more accurate,
rele\dm, and useful infurgation on a xegular basis, The movement to
-prO\ ide better information foy postsecondary suidems, howexer, has

. just begun. College adnfinistr ators close to the situation knew that i im-
proving public mfm mation programs is a long, tedious, and sometimes
expensive a ffair. And gathering the better information is only the initial
phase. The information Tust be integrated wigh the total public infor-

~ mation pypogram if it 1s to feach enough peuplc to have a sizable rmléict

v A college cannot publish pygey of raw data; the data’ must be presemed :

.

in such a way that tlm) will reach and dffect pruspecnve stu<fents,
£
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currently enrolled students and the general public. Those who coordl-
nate such efforts wil] also have to know how to relay the better informa-
tlon to the appropriate individuals in an appropmte@mat in a lan-
-. ‘guage which.is meaningful to them. Coe ’ \

R ’Ilme ne will tell what turnthe-consumer movement in higher
edycation wi e and what yltimate effect it will have. But one thing is
ceftam-—-lnsututlons that accept federal dollars willbe affected. These .
lnstltutxonw{\lizlﬁlces. Th y can become overly defensive, ignore or '
resist the regulasens, and fage serious audit exceptions. Some institu- _
tions will use stop-gap measures and simply comply With federal reg- ~
ulauons designed to cope with abuse. The wisest, however, will fate the
* fact that institutional negllgence is at least partly responsible, for" con-

. sumer complaints and villsgize upon the opportunity to do more ' for N
,. - students than they have dong iri the past. The institutions that adopt a
- positive attitude, toward the| movement. to protect and assist student

' consumers are [lkel) to attract the students they "are best equipped and

desngned toserye and will eventually be higher- quallty ms’utuuons pro- e 1w

ducmg better-satlsﬁed students with more promnsnn,g ‘Fatures.
~ o .
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- L Laws and regulatzons affecting the public relations -
M fundzon must be adhered to if legal entanglement .
" due to wrong words or pictures is to be avoided _
‘ .
k4
! '
L 8 - g . '
&= .

e

S | - wil ybu be sued this year?/

LT the legal aspects‘ of public
. . © " relations -

‘ T et . % ) B /:
. | james n: nash, jr: -
P ‘ * . v ey ¢ ,

~ I_,nformmg the public, dcslgmng attractive publluuons, and main-
taining an anareness uf'u)mmumt} needs and ingerests are impor tant
dimensions of the PR practitioner’s job, but a new task, knowing the
law and the congerns of federdl regulatory agencies, seems to be devel- )
. oping into,one of at Teast eqiral i importance. The treatment given the N o

topics discussed in this chapter, while b} no means exhanstive, should 1

serve as a guide to avoid pitfalls in the maost common l’(gdl or réguld’tory

md(l’t‘l‘S s o - i
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. e . %= civil rights compliance

A college or university may be phil().S()])hi(.dl'l) u)mmi:ted to equak

" education and.employment opportunities for all, but that commitment
may notbe appar ent to outsiders because of somé rather basic communi-
cation failures. The guld(‘hnes for civil rights compliance that follow,
although. they apply nauonall) are based on a study of independently
de\eloped civil rights policy statements in use at Florida's twenty-eight

~ community colleges and on'the system-wide Flpnda compliance plan.
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" State Your Pohcy. Boldly and clearly state your institution's policy -

regarding dvil rights and equal access’equal opportunity. Appfoaches

_ that lent strength and pmmmcnce to your statefnent, include placing it

on the inside front corvel of the policy statenent; giving the name and
office location of the petson to whom complaints of alleged violations
myf~be reported; using appropriate art or photography with the state-
ment; tharging all employees with the responsibility for promoting the
policy and seemyg that itis |mplemcnted, and reflecting that charge in the
statement; and using clear, concise, posm\e language.
Some approaches which seem inappropriate to me include usmg
a highly legalistic style of wnting in the statement, burying [h? statement
in inside pdges, stating simply that the institution is in,conipliance,
without fuither explanation; limiting the pollc) (in effect) b) saying that
it .q)phcs to “any program or activity receiving federal financial aSS|s-
tance.” Finally, it seems questionable to include statements to the, effect
that thé institution reserves tglioht to dehy admission to anyone as
long as it follows its stated a sion procedures. © | __ __
. By the way, although the civil rights statements of various institu-

A tions may be worded very similarly, there is no official or required

version. . ’ '

Show .\Imw‘ztm Make sure minorities are shown in all college
publications, fitms, and slide programs, using the perccmdge of minor-
|u<35 n you ettiollment area as the minimum percentage to be repre-
sented in photographs. Pho[ogmphushould also depict special provi-
.sions nade for the handicapped, such as ramps and ele\ators.

Avoud Stereotypng. Don’t suggest [hr()ugh your phOtographs that
nursing is for wormen only, engineering is for men only, and transfer
* programs are for whites only. o N

Enruumge Coordinatwn. The civil rights compliance officer and
the public reldtions officer can help each other'by cootrdinating their
efforts. Compliance officers often fail to take advantage of the commu-
nicat'ons channels that are open to them. And although publicrelations
practitioners supposedly have the™best communications shills on cam-
pus, they are often unaware of what shuuldbé cdmmunicated because
coordinated effort is lacking. Also, the PR person should be aware of
public attitudes about and perceptions of [h?msutuuon and these
should"be communicated to the compliance ‘officer. ’

. Document Your-Efforts. The progress made at your institution may

(X4

be for naught if yom are unable to show what, .you have done dunng"'

review or visitation by authorities. Maintain 4 file of every, strap of
evidence that shows your commitment to equal access/equal oppor-

- « o N
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Jtunity: mailing lists with minority representation, publications showing
minorities and women, sllde/tape or film scnpts that mdlcate minority
coverage, and the like. ‘

A Use Plain English. Where possible, 51mpl'1f) the wordmg of com-
. plex procedures that students must follow to enter the institution, apply
for financial aid, or obtain other college services, such as exemption
tests. . -

-~

Orientation Sessions. Explain the msutuuons policy regarding
equal ‘access/equal opportunity during recrultmg and oriéntation pro-
grams, using appropriate visual material where possnble

’ .-

.« the Buckley Amendment

The Famlly Educauon Rights and Privacy Act, commonly called :

the Buckley Amendment, is one of the most complicated pieces of
legislation ever passed. The Final Rule on Education Records, with its
\'51xt}g -seven sections and five su arts, takes up six pages of'small ty pe in
the Federal Register. To'try tomake ggmplementauon easier, the Ameri=
_ can Associatfon of Colleg}ate Ré%lstrars and 'Admissions Officers put:

"

together afifty-two-page gulde .And Florida's Department of Education

peepared a seventy-eight-page resource manual on, student\records,
much ofitdevoted to the Buckley Amendment. Obviously, tons of paper
and thousands of hours of discussion have been generated by the

Amendment A
Fortunately for the public relations officer, however, ofily regis(

" trars and other custodians of student récords must understand all it§
provisioas@roughly The PR person must simply make sure that no
~news release tontains the names of students who have requested that
they receive no publicity. Under the provisions of the Act, every institu-

tion should have established procedures by which students may make -

this request. Usually, a list of students requesting no publicity is main- .

. tained, and it is this list which should be carefully checked before®

sending out the Dean’s List, the graduation list, or any news or feature

stery containing a student’s neme. ~ :
Failure to.comply can lead to termination of fed'eralTynds to the

institution. Additionally, the authors of “Your Sehool Records,” an

.. October 1975 publication of the Childrer's Defepse Fund, point out that

"judges have held that,“when Congress places conditions on federal
funds, citizens affected by the legislation can go to court to enforce these
conditions.” They add that courts have already begun to rulein support
of such action. Thus, the institution and/or the offendmg college officer

o’
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may be'taken to cours fort failure to Lumpl) That officer could easily be
the PR practitioner. ) -

Although the Dean'’s List, or a similar honorary list, is considered
Directory Information and'may be released to the media in the absence
of a student’s request not to appear on it, should public comparisons be
md(fe'oi students named to the list? For example, shquld we designate
those who attained a perfect gradepoint average at the same time we

¢ release the full Dean’s Listz Should we debi_glld[(f honor graduates at the
same time we release the graduation list?
Prudence and the spirit if not the letter of the law suggest that
. such womparisons be avoided. To announce that one student had a 4.0
. GPAand another 4 3.2 average should be as serious a matter as an-
noundng that one student passed and another failed. The academic
ranking of students should be a private matter. I am not suggesting that
. e ehminate public recognition of academic achievement, only that we
"avoidimmediate and casily inade comparisons:Colleges and universities
. which dcslt,ua[c honor graduates or which+publish multi-level achieve-
. ment lists should sunpl) allow a wéek or two to éTapse between the -
release of lists that would be subJect tx immediate comparison.
In practice,we should pointout, few studentsare botheringto ask
for Gonfidential status. At Tallahassee Community College, only twelve
e Of ne.ul) thice thousand students have made the request even after
continuous and detailed publication of the policy. And niany of those
who have expressed interest in Buchley Amendnient provisions havery
smiled and walked away when it was.explained that ‘dlrector) informa-

. tion" does not mclude information on grades. ' .
. : ' 5"—_: : %E% « -
: your gatalogye and the FTC . ,

‘e
.

( The emphasis on consumer protection and rights, the demand
#  for more detuled.product information, antd the post-Watergate era of
- openness;ar¢ among,the factors which may, over the next few years,
chgnfe the ll(ge or university catalogue into sumething totally differ-
ent from what we know today. The nudge that makes a trend.among a
" few colleges accepted pradtice for all may come from the Federal Trade
Commission. \lthough preventing unfair or déceptive trade practices in
. the buum,ass SELLOT s its sta[ed function, it is entigely conceivable that the -
FIC may expand its role as consumer pyptectpr to include public and
privgte colleges and universities as well. As Bendgr(1975) wrote, “While
collelzes andunnversities do not come under FTC regulations, theroleof .~

e
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- the courts and the expeclauuns of the consitmer dre Lh.mgmg .md must
' be anticipated®” Co ‘ ‘ .
In his article, Bender listed six of the ten guidelines the FTC uses

_=in policing proprietary, \ocalmndl, and home- stud) schouols, suggesting
that they might also be used in review ing cullege and university activities .
ifthose alregdy under scrutiny apply only alittle pressure on thé FT@, i

_ The six guidelines re violations are mlsréprescmatmn of the extent or
natuye of accreditation or approval, misrepresentation of faculty, facil-

ities, and sérvices, misrepresentation of enrollment qualifications or
hmllauons inadequate disclusure of fees and refund policies, ‘inad- ,

- equale "disclosure of requirements for gr.l(lu(moh misleading state- .

" ments about the employment or salary potential of graduales In a
“content analysis of twenty randoml) selected 1973-74 catalogues,
Bender found at least one violation i in each. All §x “regional accrediting
associations had colleges w hose catalogues contained violations.

Some specific suggestions come ta mind as a result of Bender's‘
study: State your accreditation status; dearly and don’t suggest that
affiliations or msmunun.rl'membelshlps are a form of accreditation; \
make sure all descriptive statements about the institution, programs,

< and faculty are verified, dearly and condisely state admission 1equire-
... ments;"make sure the prospeunc or incuming student_ knows the total
potentmlmst of f attending youn institution, mbke sme the pmspecu\em

incoming student knows what is expected of him or her in order to -
graduate; and be careful when discussing eniployment or salary
~ potemnal . . o

All of this might wel lead us'to ask,should a u)llege ‘tellall"? A
volunteereffor t aimed atimproving the catalogue is now being madety—
.eleven u)llebes'm(l universities participating in the “Better Information
fiag Student Choite™ project described by Elosser in the preceding chap- . "
. ter. As she mentioned, one of the eleven is Barat College, a smali liberal
arts college for womeyg located jusy porth of Chlc.ngu Instead of a
catalog, a1t prints a prospectus, desciibed on its cover “anew, experi-" _
meutal way of presenting the complete and accurate lg\fornmtl(m you
need to clioose a college.” -
.+ Itisnot "n entirely glowing description of the schools. its weak-
nesses are openly distussed. But Theodore J. Marchese, who wrote
. the prospectus, said.that although there is dlearly a risk in domg s0, “the
. * risk is taken with the confidence in Barat's strcnglhs and with the
expectation that.those who do choose the ollege will do so with g()od .
* reasons and comimitment to Barat's goals.” . e

5



. \Fhe prospectus features thumbnail shetches of academic depart-
ments, their strengths and weahnesses; frank discussioh of the chanées

- of being admitted, five pages relating to costs and financial aid; student ,

' comments on the best- and least-liked features of Barat; and the fre-
quently critical comments of accreditors., - )

- On top of all this, the prospectus was “audited” b_y an outside Ey
committee which, g hile pointing out that many descriptions and state-
ments “were not susceptible tq verification,” said the prosﬁectus “pres:
ents fairly a description of the college.” PR A

There is much to learn from the Baxat prospeguus. The essentials
are that catalogue copywriters should be frank; avoid “puffery,” or
exaggeratién forepromotional, purposes; give more details, particularly
about finanaial aid and admissions; write clearly. preferably in the sec-

- ond, person, to which most readers easily relate; and document state-
ments that may be subject to challenge. .-
. . -+ Maoving from potential federal regulation to regulation infact, we

. find that the rules 6f thé Guaranteed Stt?dent Loan Program, governing

! Jdoans by state and private lenders to college and unjversity students,

. . require that prospective students be given information on their employ-
mient prospects and salary potential based on the record of previously

enrolled students W ho graduated. Clearly, such a requirement dentands

that a follow-uip program be in operation. . . ‘

¢ v

advertising . , - s

. . P——"4 N
. . - . .
2 What could be'\\;‘()ng with en&glu‘}ngmgrs‘llldClllS fo a}bcnd a. PR
college or university? On the 51¢§ce, nothing, but in the opinion.of _ +
certain members of thé Florida Tegislattire,in 1975, using paid adve®>  « -
K tising to encourage students toenroll was q,uit-e wiong. They s;fga(l\;er\ ’
, tising as a means of ermcouraging enrollment w herrit was felt there was
not enough state money to support existiig enrollment., - ‘
) Consequently, a bill relating to_ad ertising was debated by a
house commuttee that year. Extremely réstyigtive in naturedit prohibited ‘
all advertising and, as some interpreted if;even brochiires and printed
materials other than the catalogue. The bill never reached'the floorsbut -
. the clear legislative concern had been expresgetl, ard practically all )
community college advertising ceased. oL s
' Co In response to this concerm, some advertising guidelines were -
proposed by the Public Relations Commission of the Florida Assaciation ..

N — of Commiunity Colleges and adopted by the Council of Presidents of

- .
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Florida’s” twenty-eight community collegés. The guidelines, which 1
helped to formulate, sought to discourage questionable expenditures
and yet allow colleges to use a valuable information tool in a magr?qe‘r that

" would be-acceptable to. legislators. : .

- * For public relations practitioners in states that have no adaer-
tising controls or Testrictions, sume attention to the natuie, content, and -
frequency of advertising and the circumstances in which the medinm is
used mightbe in order. The guidelines we developed, condensed here, -
should be valuable in such a review: ' N

1. Informational activities, induding adyertising, should be con-
wducted in the most economical manner possibfé. (If it is questionable to
spend the money at all, it is even more so to spend it un\viséI) and
“withour justification.) - A o
2. Colleges should fully utilize free public service-activities, that is,
‘(-:overage which can be obtained through news releases, public service
announcements, and guest appearances on fadio and television talk

. shos,’ N - .

. 3. Paid advertising should be restricted to practical or usefuk
information. cou rselistings, entrance requgl emgents; costs, financial aid N
. information, announcement ofexhibits, Léhfer{nces, and shott courses.
Advertisingwhichis intended t0 enh a2 the image, piestige, or reputa- \

.
P

.tion of the college should be avoided. \ )
4. Money should not_be *spent to retain advertising or public

PR practitioner, after all, possesses the expertise to handle’such tasks.
, 5. Funds should not be used to purchase ady ertising shecialities—
matchbooks, ash trays, pencils, or other giveaways for promotional
purposes. o . ~
_ Asjustifigdtion Tor adyertising, the PRCommission-(igcd[hel ed
to promote th¢_concept of equal access/equal opportunity, the ina
. equacy of relying enNrely on neys releases and public service announce-
ments, and thte fact that, in the case of pubkic’institutions, those who
provide most of the fifancial support—mxpd; ers—have a right 1o have
infogmation provided to them. T, . ‘
- Finally, another. factor to consider before adyertising is the rgac-
tion your local Yadio and telesision stations might hgve to your placing

[

paid ads in the '"neWSpafx:r. Under no circumstances should a coordi-
N P . .. S . .-

nated campaign-of paid ads in the newspaper and free public service

— arinouncements on radio and television, both promoting the same pro-

gram Or event,. be a[[emB[ed. . :
. . . 3 ~.
I . , . ’ . e .
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photography

.
.

. Ob[ammg gond campus photographs is one of the most impor-
tant asp&cts of the public relativns practitiongr’s job, adding, as it does,
the wvisual element to the mfo{malum program. However, ilmproper
photography too can lead to legal entanglements.

. The photo release signed by the subject or subjects who appear in

the photograph, although generally recogmzed as the legal devicé to

aroid future court action, is not an absolute guarantée of protection.

Still, it1s the best (lume we have, and it should alway s be used in unasual

phota, situations—when your subjécts are students who happen to be

mental patients or prisoners (not an unusual occurrence in community
" poses with your nursing students, for example), students or visitors
dentfied 1 phutographs as being indigent, injured perons, or stus
dents involved in (llSClpllnary ‘hearings. .

The more 1outine photograph, uhea;gertam gundelmes are fol-
lowed, poses constderably less danger, even without a photo release.
These guidelines mcude lefrgmmg from the following: photographing
a person who spedifically says he does not wish to be photograplted;
using. photographs of pmg?\s in any paid advertising done by thie
institution, using photographs which serve no educational or ‘informa-
tion purpose, using photographs which ridicule or embarrass because of
the activities of the subjector asa result of unysual lens distortion; using
pholobmphwi Couples in dlearly romantic poses, tising pholographsof
students who-are not imvolved in what most persons would consider
normal campus activities. ! .

. Urider no drcumstances should a éllege photographer trespass

of dmvade the privacy of others to obtaip a. photograph. (Less than
obrious invasion of privacy should also be avoided. A good example of
this myght be a situation in which students in a public area appear to have
establishied their own private world.)

Should we obtain a relcase {rdm every student we pho[ogmphD

The leg. 9 advice [ obtdined in prepaiing this article holds that thisssay
be unnecespary. If the photograph is of a normal campus sgerfe, is
newsworthd, vr'serves afeducation purpose, we are on f"’irl) safe
_ground wi hout a release, unless it fallsinto one of the sensitive areas
described eatlier. And as 1 suggested earlier, we shatuld all Dllow™a

-
-

»

“
N

-

colleges, of course); handicapped students, hospitalized persans (in’

policy of refmmmg from phu[ogmphmg studerits who tell us thc{ do

novish to be photographed. *

. N
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Fihally, care should be takeninfaptioning the photographs, fora*

seemingly inocuous image mty bécome Iibelovu\s if,indppfupﬁdtt? wérds

. are.chosen. , .

.

- ‘ - ' libel
. - a .
Civillibel is thé defamation of a person's character or reputation.
It is a written statement that exposes a person to hatred, ridicule; or
contempt. Though the ndture of public relations predudes the Tike-

@ . . . .
‘lihood of obvious libel, there are subtle ways to commit libel,

.

.

unintentionally. , s
A public relations practitioner may commyt libel and not_esem_
knowsle has done so when the form_of libel %s ibel per quod, or &
statement which scemstarmless enough on the sui face but later proves
'" to bedefamatory. Thisis obviously more dangerous than hibel per se, or a
* statement th;ntjs“libeluus on its face. . - .
) The classic case of libel per quod cited by l‘?\\\) ersis the 1902 casé of
Morrison,v. Rutchie and C@n[mn_\'.'ql'n that case, the defendant’s newspaper
) p'ublished_a reportthat the plaintiff had given birth to twins. There were
readers, however, who knew the woman had onlygbeen married one
. monl_h, and this was the speiidl?c.\[rinsin Lirc'm_mmncc that madé it libel
per quod. In 1902, this was, indeed, a defamatory inference, and the-
words were held to he actionable. )
: A photograph toy, may be libelous if it holils a personsup to
ridicule or contémpt, or it may become hbglous w hencombined with'a
( cuflinc:,h'lmadling.nr astary. Other visual im}ggm, such,{l«sﬁlm.s orslides,
also have libelous potential. 0 )
[s truth a defense againsta chage of libel? In more than half the
* states, truth is a defense. The remaining states consider, in addition to
truth, whet!)é’r the ptiblic good is served by publication and whether
malice is intolved.- S ¢ ’
oo )

. L «cenclusion

L T . ~ - " . R

\ﬁé . AT .. o0y
, The goal of the public relations. practitioner should be to comply
fully with all laws and regulations. Althougli there are no guarantees;
our best chance ofattaining this goal shouldcome from taking great care
inall thgt wedo; keeping up,asbestwe can, w it the literature of law and
f‘e(lieral regulations; and adhering to what one attorne -has called the
“Rule of Reason.” We should apply the test of reasonabic ess to all that

~
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we-dgn the theory thar reasondble action might not be legally chal-
”» - lenged and, if Challenged, would form the basis of a good defense when ‘
©# combifed with other applicable points of the law. - )
AR A final point to remember is that new laws and regulations are ‘

being written and that new ang old laws and regulations are subject to
varying interpretation., Fortunately, these are usually well publicized,
. particularlysnew interpretations and “landmark” court decisions.

.
°
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-~ College public relations people must establish:

L . . < . clear images of themselves and their institutions
. " ~in the minds of those who appropriate their funds:
R H ( - ~ N
i - .
o . bt s f s
«!\ 4 \

SN M ~
Views of the purse-string holders -

LIS

e . .
. ¢ billy o. boyles
L 4
‘ ) ; ) : M T +
- e .o ’ . v , @
The mission and philosophical base of the community college presup- .
pose that the institutionwill use some of its financial resources to carry ,
out the¥public relations functions of informing; interpreting, and wf:-
defining so th& mernbers of the community will understand the college s ‘

role and its place in their lives. But more than that, the public is entitled

to this servnce*becaus%;;:vn *3the college th{ough ity tax support.

Thérefore, itis important tthosgtvho approprlale A allocate.funds

. for public education understand both the mizsion of thé two-year college

“"and the functions of puli relations as practiced bysthls grass-roots type

of educatjonal institption.  ~ - . .

The need to increase their understandmg is especnally acute now 7/
because for some time we took for granted their support. During the so-, '
called golden years of higher education, public colleges and universities _

, generally were adequately funded because education was then Reither

tunder fire nor under the close scrutlny that it is today In that period, we

took no specnal pams to inform the purse-string holders what our mis-

" sion was; it wasn't felt all that necessary. Educational institutions did the -
obligatory things—furnished the reports, met wnt.h the appropriate leg- ‘
-islative committees, and so on—and the funding came. P

_But, tostate the obvious;itis no longer thatgvay The constituents .
paymg the bills, the taxpayers, began questioning the value of higher

@

L
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education, the copsumers, the. students, began questioning the rele-
vance of ‘higher education, and the legislators begain w ondermg what
the dollars bestowed on education weré actually buying. \'e\(ér[heless -
when the smoke began to settle a little, commuriity u)lleges emerged
with the most farvored status Because apparently we had been doing the
best job with our tunds and prouding education at less cost per student
to the taxpayer than the lolnJ -year msmunons RN

Still, welsere not exempt from the questtoning and the demand
for accountability—in otherwords, the necessity to tell our story and
establish our dentity. It finaly dawned on us that our legislators are a
very speual public and w¢ uall) had not placed enough emphasls on
informing them. Ct
1 Itistherefore incumbent onthe colleges in ea«.h]egisla[i\ edistrict
to do all in their power w define their institutional missions for those
who represent them in the legislature. It Is further incumbent on the
publu |LLmoQ> officer at each 'wollege to get tu'know the members of his
or her own legislative dcllgduon s0 that they, in turn, can know the «
officer and: hlk\ler role at the institution. . .

One legistator ashed me a question which pugs the roles of the
Lullcbe the publl relations person, and the purse-string holders into
propet puspeune\ “How canwe{the legislatuie] support your institu-
gion if we don’t know what you'te doing and how you're doing it?
'~\L[uall) if we don't kuow you, how can we believe what you tefl us? Too

many PR types and lobbyists.have tried o sell us.a bill of goods. Whom_
can we believe?” I =e

Legislptors as a gloup distrust those with \ested interestss But
once an‘institution and its public relations representatives have demon-
strated honesty and integrity, then that L()”(.g(. is most likely to gain -
“favored™ status with the legmlamrs This does not, necessarily mean
theyl sspport the mstitution, but & increases the lll\Lllh()Ud that the) li
at least listen. Being listened to is very important and is the only way
publlc colleges, mdmduall) and collectively, will gain the legislative  *®
stipport absolutely essential to adequmc‘ funding. -

~

-

. v e - v

v ._hoﬂ'w legislators regard PR ° E : - . .,

O

LRIC

. Tinterviewed two members of the Florida senatejand four mem-
bMthe Florida house of 1epresentatives to gain direct insight into
how they regarded the public rclanuns function of the community
jufnior college, Is it essential or an unnecessary frill or somewhere in
between? The%e legislaturs weT€ selected because their attitudes were
cohsidered to be representative of those of other purse-string holders

. ‘ 1
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~ =~ nationwide. Eorsome()flhosmm(l\lc“ed the question evoked answers R
. that go be)ond the public Telations question. Selected questions and
responses from the interviews follow, -
. . .. - . - ¢

. Senator Mattox Hait, Jacksonyille, chait man of the Judiciary-Civil Com-
mittée and member of the Appropriations and Econgmic Cmmmuee
and the C(rmmum[) and Consumer Aftairs Committee: * .
Question:: *Senatgr Hair. do you feel the e\pendllweofsm[c,funds N
- for the pubhc relations purpose is ]usuhed‘
. Anwer: Public relations in community u)lleg,es poses no problem
forme. I'think it's necessary. You've got to doa ceftain gmount ofpubhc
‘r@hﬁpns Yol must keep the people who take your cJasses informed.
" Othgrwise, how will they know whatyou're ()ffennb, when and where to
: reglster and 'so on?, ~ *
' *Q: Do'you feel paid advertising 15Jusuﬁed>
A: Yeés, 1 do, although I ar well aware that a representatlve . .
‘ guthored a bill a couple of years ago that would havesstopped all paid”
- advertising Had it beeh passed. (Senator Hair was referring 6 Florida
'‘House Bill 833, which could have stoppqd all paid advertising, most ‘* .
publications, and certain parts of the Sllege calalogue in all segments of
higher educauon had ft becn passed according to the i interpretation I -
. recened*%Fortunatel) it never got out of Committee.) I don't object to L
' paid advertising, but I also thmk your satisfied student is fhe best
adVertising yowcan have. - : o o
., Q: Senator Hair, do you have any idea about how much or what - . .
percentige of the college budgetshould be devoted to public relations?
. A: Ldgn'treally know. It would seem to mé the percenmbe would .
. degend on the siz¢ of the school, its overall budgel Pethaps the larger . * . _
the O\C'l‘a” budget the 5mdllcr the per(,emdgc for pub 1¢ relauoﬁs '

e ' *

_Representative Rnchard S.“Dick” Hodes, Tampa‘member ofthe Educa-
- ton and Healthsand the Rehabilitative Sersices commmces .
-« Q: Represcnmme Hodes, w hat do you perceive the role or func- <
tionof public’ commum@ggumor college public relations to be? ; ao
. A: lt primarily mgs to make college attractive for récruitment o
purposes,’tries to reach the potential student. Its mosl-wslble effprt .
should be to pointout advantages of gumg to wllege to the publicso the o
_ public can take advantage of the college. It should. attempt to upgrade |
LI the.community. Actually, it's a means ofgeneraung fulltime equivalemt _—
) [FTE]students, and FTE generates dollars! What your public relations 1.
>+ _ program do¢s notdo well is l(/m.nntam a relationship with legislators, to
) shbw them the communuy Y llege’s relative importance to the commu-
(T
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o nity. You must make the legislators aware of the existence of the col-
\ - leges, of the resources they bring each community educationally and ’

economically. You should present the public with the availability of

~  programs, especially outreach progréms. You're not reaching the peo-

- ple who need your college’sser ices the most. They are people who don’t

, . read, people youw can't reach through the media. These are people who

need vpeational skills or to upgrade their skills. Public relatioggis not

reaching the public through paid advertising. You must try to r he
uneducated young. You're not going into t}?eir communities and point- -

ing out to them their need for educational improvement.

. Q: What linntations, if any, would you place on the public re-
B lations role of community junior colleges? ) Ve
o I, =~ . 4t Some limitatior’s on paid advertising, especially newspapers.
’ Also on brochures. Brochures won't get to the correct tar get population,
¢ L Ads won't either. I have no problems with the catalogue if it's informa-"-

¢ tiveand free of pictures of the president and so forth. It should be very
" factual and representative of courses actually ta ught. It should be done
_+ on cheap paper and be.purely informational. . -
Q: Representative Hodes, you méhitioned outreach as a part of _
public relations. Would you explain that, please. ' :
. . Community college outreach is-not satisfactory, You need to

‘make use of other agencies, encouraging tho¥® people to be aware of -

’

. . . % . .
‘ programs you hae for the economically, and socially disadvantaged.

place for transfer students only.”

.

. Q: Do you feel that Florida community colleges have done an

. . . . - oy oyt b .
adequate job individually and collectively of building an identity among
. A heir“c"(’)ngg'tuerfcie.s’? 2T

q(ll\{c(uional institutions. The comunity college’s most effective role is
-~ providirg educational opportunities, whatever that opportunity might

N potential student. C . i
o ) : Q:'Vyould you Em}ctio_n paid adveértising?
- As As long as the ad is constructed to indicate that the target
. . populali)m is tite culturally and educationally disadvantaged.
¥ . . .

Senator Kenneth H. “Buddy” MacKay, Jr., Ocala, vice-chairman of the
-, Commerce Cornmittee &nd member of both the Education and Finarrce”

Committee and the Taxation and Claims Committee: . " 7
. Q:' Senator MacKay, how do yau perceive the role of Florida’s
R community colleges.and their public relations programs? '

C4
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4;.1 see _cor;lmuni[y colleges as the Ehil;['eemh and fourteenth
years of public school on the one hand and sources of specialized
educational services on the other. It’s that latter area that gives me
trouble. With so many different ty pes of institutions—unisersities, K
through 12, vocational schools, and community colleges—oftermg, ina
sense, similar programs in that very gre/) area known as commum{y .
servicesythat’s where the.problems areaAll of these overlap and dupli-
cate these services, with each claiming the prerogative as its own, and
each purchasing ad\ertlsmg, usuaII) recruitment in nature, to lure the
student into its, classes. I can't agree with that as being a valid public
relations function. - — \

Ten years ago, I—neither did my colleagues—had no argument
with community colleges’ doing whatever they perceived as a valid
educational service. The community colleges got anything they wanted.
That's nolonger true. It can'tbe. There' SJUS[SO much money for all state
functions, including education, and when it’s gone, it's gone.

R Take the 4100.[commum;) instructional services] courses, for
example, We gave Commissioner [Ralph] Turlingtén [cabinet member
‘and head of the state’s entire public education system] a set amount of
dollars for community services. He was to allocate that money where it
could be used in the most appropriate manner for the greatest good and
get tanglble results. We couldn't identify the needs inthatarea; he could, .
so-we gavé him discretionaty powers over its aIIotmem .

" So far as the public relations function itself is concerned, I have
no problems. It's a valid function. I support the community college's
Tright to ad\eruse or do whatever else is necessary to inform the commu-
nity. What I don’ [sup/port is ad\erusmg for community services unless
that advertising is #aid for by nonpublic monies.

I have a problem, too, in feeling that these so-called self-support-
ing courses may not really be that—that some costs are hidden in ac-
‘counting procedures and pald for by public nidhey, disclaimer notwith-,
standing. As long as all {emphasis the Senator’s] the tosts including
overhead are paid by the students, then T'm ok with evgn that area. But
: it be a long time before we settle that [community ices] issue. :

Q: Senator MacKay, you'vé ansiveréd nearly all my questions

.. ».  without my asking them. One final quesgon gn-the PR function. ..

A: Lhave no hang-up about the pubh(; refations function as long
as that funcuorms supp()rme of the educatiofial ‘mission of the coIIege.

E
’

. Represemame Eric Smith, Jacksonville, member of[he Crlmlnaljllstlce »

~

T Committee: . . ‘ ,9,,
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Q: Representative Smith, what is your perception of the role and
function of public relations m Florida's community colleges? -

some.thmg about Flonda ]unmaCol]c ¢ . 'jau hsomville. And when'l go
other places where there arc other (llege lrcad about them t00. You
ought to do'that w lmlyﬂnucss.u) to.heep the commuml) informed,
whether it's news releases. ddvertising, mdm TV,orwhatever. I getalot
from your [Fj( 1 1S [Intormation Ser \mes] New s]ellel All those activ-
ities help. , -
Q: Reprcscnmu\e Smuth, someone has s .nd uslheobl{g_\mon and
responsibihity of the collegeto tell the community what itis doing, for the
community owns the col]cge and has a right to know. Do you agree with
that statement? )
A: Totally. They can't participate if they don't know. .
Q. Would you place limitations on the public relations fanetion?
A: No. Evertthing-a college, does is PR. Sbme activities in and of
themselves generate good responses from the pubhc toward the
#institution. *
Q: Would mu s.mmnn paid dd\ erlmng to ensure lhm the college
Jprovides essential infor? mation about equal access, equal upponunn)’
A: Yes. Positively so
. 0: Shoulda qhmn)lx\m) (ollege spend pubhc funds for paid
advertising,m hatever formthat advertising might take and fo,r » hatever
purpose?” 7
A. Yes. Adyertising is hclpful to the college in tetms of dnecung
people. You should spend some amount to let people know its role.
: Q. ch sentative Smith, do you Subsciibe tohe.statement that
each institution must do a celtain amount of public relations to identify-
and interpret itself to its community? ' v
a5 ooMYes Partic ul.u]\ in view of their nontraditional roles, such as
{pm\l(hng] remedial skills. occupativnal-vocational-technieal pro--
grams. and so on. C()mmunil) (ullgggs are doing a good job. -
. R X : )
. Senator Jack D. Gordon, Miami, member of the Education, Healthand
Rehabilitative Services Contmittee and the Rules ahd Calendar
Commmec . K .
- Q: Senator Gordon, do you feel that. pubh( lel.mons is a necedsary
" function ol cmmn'm} colleges in the statez . T e
"7 A Yes. There gre twenty-gight schools, andlhe,(()mmuml) ()ughl
to. know what theseXolleges are. Public lckm()ns i also a guidance
funcuon of the lngh.sdwol T )

5 N . - '

- -
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4: To tell their stories! Nearly eyery day I read.in the paper
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Q: Do you feel community colleges have done an adequate job (‘)f
interpreting themselves and bulldmg an identity among thelr
constituencjes? . G -

A: Yes? .

Q: Would you sanction paid advertising to ensure that the college
provides essentigl information about squal access, equal opportunity?

A: As a last resort. . : ,

»Q: What percentage of a community college's pudget should be
devoted to advertising? ' .
A: Very small.

. ' - -
Representative Elaine Bloom, Miami, member of the Approprjations
and Education committees (author’s note. Representatjvé Bloom was
visiting the FJC Information Services Office for a radio interview and
was on a tight schedule of other* appointments, therefore onl) one
question was asked: .

Q: Representative Bloom )ou are in the FJC recording studio, an
example of the technulogy one college uses to tellits story. Thisis a two-

' part quesuun—d’re Florida's community u)lleges accomplishing their
missions and are they doifg an n(lequatéjob of telling about it?

A: Yesto both questions. The commumt) colleges areinnovatiye,
as witness FJC's Center for the Contmmng Education of Women [at .
w hich she 5pol\e earlier’that da) ][and tl}l% radi6’ auuaht) of me L ding
about it. ) ,i @ -
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e . legislators give some tips

“[hase also talked mform.lll\ with several other Florida senators,
and representdtl.\eb These discussions almost invatiably got to this
_point. Keep us informedpbout your college, about speafic activities and
programs that you provide For your area. otherwise, we=very possibly .
don't really hriow the specific thrusts and directions of your educational
services and your needs for financial support. This also w l“ help us
establish a realistic identity for your collége. We getagreat deal ofmput
but what we and our officgs really needl is more contact with you—and
your counterparts in all the other twenty-sesen colleges i in the state.

Still another point ¢ emer ged in these t@s—weshould not concen- -
- tratg only on friends in the legislatuie. We should talk to all leglsld?()rs,
‘inform those w ho are opposed. ask them to look at both sndes of the
Sltudtlon -

Parenthetically, in many cases co‘n”tinuing cantact with the leg-
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islative aides is more productj\é than one-shot contacts with the leg- .
_islators, and generally, the aides are more accessible. In short, we must

get to know the aides and their bosses. As public relations people, we

< .

e literally cannot afford to be naive about the legislative process; neither
. can we let ourselves be awed or threatened by its convolutions. We've got
. to tell the legislators about our colleges, and we should develop re-
lationships with them that'l let us°do thig adbquately.
conclusion . —————er
,A . -

Florida’s legislator's, as this sampling reveals, generally agree that
the publig relations function in the community junior college is valid,
although they dof’t necessarily agree on how it should be accomplistied
or what percéntage of the college budget should-be devotéd {o this
effort. Most seem to feelstoo, that the community must be kept in-
formed about the collegezonly a very few BElieve it's up t6 the “people”
to find out for lhemse& what they need and, want to know about the

- .«college. ) , DA .
. The major point emphasized over, and over s that thé public

" relations programs in general dre not reaching the people_who most

need community junior colleges. We have effective ways to communi-
-cate with tradjtional students, but we have neglected'the new” students,
the unreached, w ho, as Representative Hodes pointed out, may not even
know they need-us. Thesé are people who don’t read, who can’t be

reached through radiv and télevision or even through advertising: Thus. ~

we must use uncon\entiona_t}neéns to inform and interest them. —
The legislators also want to ‘see community eolleges establish
better identities to help alleviate the public’s confusing them with other -
. types ofinstitutions of high€r education. They further wanit the colleges
to keep the community informed.so that citizens can take advan of
" all the specific educational services in which they want to participate,as
well as gain an everall picture of the toHege and the services it provides.
. Implied here too is the accountability factor. The purse-string olders
" want to know that the taxpayer is getting’value forhiis investment,
' Despite the strength of thelegislators’ viéws, however, my prem-
ise that they have imprecise perceptionts of public relations proved to be
correct. Perhdps more importantly, they have hazy concéptions of the
mission of community junior colleges. These must obviously be clarified
. if the colleges are to get maximum support from’the legislature. e
- . Legislators warit to be communicated with. Like the miedia serv- -
ing community colleges, legislators look to the public relations staff of
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each college for specific information. And since money for education
will be evén scarcer in the future, each community college must have
adequate information pregrams for its constituencies, including the
legislature—probably the most important constityent group of all.
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Billy ©. Boyles is associgle. director of informationi s'ervicgs‘
and publications for Florida Junior College at
Jacksonville, He was active in the A meric&rg College
Public Relatioris Assoc{&{ion, now combined with the
Ameritin Alumni Council into the Council for the *
. ddvancement and Support 5f Education. He also was .

= chairman of the National Council for Community

e " Relations,in 1976/1977.
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o 4 Contrary to the claims of some practitioners,
-/ . - . Hublzc rel(uzo(zs effort{ can be e_zg‘%louate.d.

‘assessing public relations efforts
Bl \ .

< - doris slgcurps_ N
B ' -t. earle johnson, ji. -

includgs encouraging consumets to chovse that product
- rather than doing without it or selecting a competitor. Today, our
programs {f encduragement must be mu%e.energellc and predise, be-
Z.' . \cause our tradmo al market has become | more competitive. The num-
\__‘_. ber of “qollege—aﬂe students hasfdecreas,ed while the number of col-
leges incregsed, Thus, the colleges must strubglc to find and win all the
- gew cunsumers of hfclung learning-t ho can be convinced to_come or
L return—m lhecumpus for adegree or an L occasional course. Afid not only’
must e woo these studé%{u our campuses, rather than passively tet
- them decnde toenrollw ithusorelsewhere, but we shall ha\c to show that
‘we are domg so effectively and efficiently. ; -
=~ . Asageneralrule, pubhc relations pracuuuners have done alot of
“ﬂymg hy. the $€it of their pants.’ "The hy potliesis has been that, if so
.’ many cojumn inches of space or minutes of air time were bemg\qblamed
) (henlh pubhc relauuns effort must be successful. The story is told (true
; .OF not) shal Wrigley Che\nng Gum’s saturation campdigns were never
Com su"byect to cost-effectiveness aralyses since they were “obiouslysy
doing the job. With the burgeoninginumbers of studerits at community
o colleges, we have apparcml) assurhied the same about pyr public re-
: —Q-j"- latlons efforts . o ’ -

-~ - - -
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But now, with the mass media requiring large sums of money for
effectlve exposure and with’ intreasing tax levies causing the nation's
—_itizens to demand greater efficiency from the public sector, private
businesses and public agencies alike are finding that the public refations
_functionis undergumg increased scrutiny and pressure to prove its cost-
. efféctiveness. The Age of Accountability has arrived, and many public
relations people are totally unprepared for the reckoning.
.\ What can be done to make sure we are in a position to defend our
effo ts?, In devising a publi relations campaign, evaluation can be built
ere s how.

be analyzed. If we see w aysto remedy our wealknesses then these shiould
be communiea ed to those w ) have-the power to do so. In most cases,
however, those. weaknessés_(or “areas of lesSer str ngth,” in the PR
venacular) are 51mpl) facts that have t i
" trates on the strengths, \shlle remaining aware the college s vulner-
-able side. | - o

Once lhlS analysns is Complele,/goals must be set for no publlc
relations effort should begin without them. Who determmes those goals
and what should they be? The board-of trustees, naturally sets the
general course jor the college under the guidelines set down by the
legislature; so ultimately. they are the arbiters. However, for the' trustees
to be¢ome actively insolved in setting objectives for any particulir de-
partment of the school is probabl) not only unfeasible buit foolish. The
.overall objectives of the public relations department are the respon51-
bility of its directar, who receives advice not only from the presndenvbut
from those who are directly involved with the program or event to ‘be
pubhcnzed - .

" The nature of the goals is more difficult to deEErmme Very often,

they consist only of general statements about getting the “maximum ,

_coverage” for an event. These are not measurable, however, and to be
- useful, goals should be quantlﬁable So we could begin by defining
pr’eClSel) ‘what maximum coyeragg means: “three radio and two TV
mtervnews, news rgleases prmted in three dally and six weekly news-
papers and the use of a dozen marquees in the district,” for example

. Butevensuch a,statement although helpful, does not sdtisfy, because it =~

concerns only the frequency and mode of transmission, not the message

» .
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or the recepuon Our real purpose is to reach people specrﬁc potential
students, not to accumylate newspaper clippings or gain a certain num-
ber of minutes of air time.Such compilations obviously do notindicate
whether anyoné has read the asticles or viewed or heard the programs.
Longer articles or interviews offen become boting to readers and listen-
ers, and they may discontiftue réading or turn off the station before the .
real meat of the topic is dlscussed If this happens, then these column
inches or mmutes an the air acchmplished very little. .

- The kinds of"goals we need, theréfore, are illustratéd by the

- following: a specific (and reasonable) increase in the number of students
enrolling in a given publicized course or program, or a dertain number
of tickets’ sold to an extracurricular eventsor a stated number of in-
quiries about a flyer or news release. By focusing on results, on what the .
public relations effort actually causes to happen, our goals can be eval-

“uated and we become, more truly accountable. ,

- While we are deciding what we want to achieve, we should ask

ougelves frankly, “Are our goals realistic?” For example, in a commu-

nity colege thatis well establiShed in the community, it is not realistic to
expect dramauc entollment jncreases among recent Qigh, school gradu-
ates, especrally if the high school’population is stable or declining. The
most anilzmous goal one could set would bg to inspire a greater percentage

5f the students to enroll to prevent a decline in this part of the college’s ™.

" population. Similarly, it would be unrealistic to expect more people to .
attend a play such as “The Man Who Cameto Dmner” than attended the
previous season’s “Sound of Music.” -

- Tihus, some leeway should be built into the goals that are Set.

"

. Experience can tell us the minimum acceptable, w_hab we can probably’
expect, and the most we can hope for. If we are honest in establishing -
., ob_] juves we can feel that we have truly accomplished somethmg if we
- achi&ge the most we had’ hoped for and Have no reason for apologles if .
\s\ we ach eve what we expected to accomplishy . + L e
" Ince our goals and specific objectives/are spelled out evaluating
general e'spl.ts we can proceed with our cdmpaign and then with eval-
ince not all our goals are or can be as measurable as thoser . — \

ment is aldifficult and multifacefed one.  * '
\ of-four levels of evaluation can usually be. applied to measure
a pul)lre'*r ations program. These levels are: - s

Aruntoxt provided by Eic

g~




2. The résults can be measured in terms ¢f “visibility " News-

3. The proglam elicits some measurable behatior. (
broadcast results in several phone calls to express approval or in a
R request for the speaker to address a women's club.)

4. All the results are visible and measurable. (A SpCClﬁL ad for a
wurse offered for the frst time 1esdles in 4 filled dassroom.) This level
& is, of course. the most desirable.

' ¢ With these categories in mind, letus examine some of thereval-

£

associated with them. s

Empirical Studies. An often recommended means of ey aluation is
theresearch survey. Among the'\snte rs who supportits use are John T.
Cunningham (1962) of the American Management Association, Donald’
Gehring (1971) of the Wire Reinforcement Institute, and H. P. Kurtz
(1962). But even this popular form has its critics, because empirical

. .studties fiequently yield equivocal results. Fot instance, Burns W. Roper
- (1938), «-partner in EImo Roper and Associates, describes a study of the
. “effects of \‘niol:\gitdi.i on product identification. In the test market
selutcd, all the bayic media were available to advertise a product. How-
ever, in the study , only radio, newspapers, and point-of-sale materials
- were used to mtmduu: the prodya..Atthe end of twe weehs of promo-
tion, 7 pcru:mofthmc who made a positive identification of the product

said they had licard about it on yadio, and 3 percent said they had heard
about it on television. And at the endof six weeks, another sampling
showed that 17 percent 3aid they learned about the product from televi-
siop—yet TV was never used in, the campaign. Although this study did
revedl that the av el.ige person wot (i\s.igc’ofhms he or she came to
"L quiu knowledge, it did not provide much help for the public relations

- person who wanted to Tind out which medium to use in ad(ermmg

Anotlier Cdl’CiU") constructed study that produced little but frus-

- u(mon for the evaliathr uséd a pretest/posttest ty pe of research design.
Tclcphunc sy(i\c*}s before and after a particular bi.md was advertised

s Showed a large increase in pmduu knowledge among those who were,-
. - «alled prior to the advertising campaign. Hpwever, others. who werg
rexposed to the same advertising and who wete rot L()nld(le(i before the
ads were placed in the media showed ghe same amount ofgproduct
know lulbc as the first group exhibited during the first telephoxe inter-
view, or only a shghtl) gl Ldtc\r amount. Thus, it was not accurate to say
'd in such and such a pernemage of

!
paper clippings and minutes of air time fdiLlnlO this c(itegory .
A W

uation technigues that are wmmonl? used and some of the problems
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‘adx ertising phone interiews hd(l created an awareness'of the product
_that ultimately led to the mcredsed knowledge. “These hinds of
. difficulties in obtaining usable results have led Roper. to be one of the
t enthusiastic préponenty of 1esearch designs with highly sophust-,
f;cat d controls. - .
Computer-.‘lssislfd Research. As e might expect, the magic of com-
puters has also been brought to beaston quantitative analyses John F.
Budd, Jr3 and Robert G. Strayton (1969) describe one commercially
marketed system for analyzing publicity efforts with computers. The
objectives. of one program subjected to such evaluation were quite
specific—to emphasize the corporate growth of the o1 ganization and to
:g» stress n&fjﬂl;gnu.llsoundncss its persunnelde\elupmcntaul\lt) and its
good corporate citizenship..Each point, called a message, was giyen a«
pnorh) ranking. Each release pwdueed by the publlckrel.mons smff\\.ls
given pUnchcar(l codes indicating the story number, the messgges
+ “loaded in," the date, and the publication. The computer prinfodt
covered a sariety of\factors. the number of messages per story printed,
the total inches of nety s spaceubtained, and¢he cumulative circulation of
the editorial coverage represented, Further, each story was given a
\arue index” reflecting its competitive location in the paper. A page-one
item under this system would get a higher value index than a stor)
- burieds in the classifieds.

Such a computerized system is probably technitally sound and
certainly quantitative, but again, it is mc.lsuring visibility. Even with this
sophisticated measuripg device, we still donot know whether the stories
were actually read by anyone. Although Budd and Strayton conclude
that “public relgtions management is going w hate o take the painful
step already taken by many top executives, ufgutmg imolved in com-
pwter technology” (p. 24), it'is h.lr(ll) advisable to devise complex com-
puter systems to tell us more about something we really don't,need to «
“know in the first place! ~ ., ’ <, ™

A propos of this continuing evaluation pt oblem are dome com-
ments of Donald Gehring. “Collecting (Jippings sumetimes proves only

»that you've been turning out xcle.lsesbal[)l)lllgs are to ‘PR effecti criess
what symptoms are to diagnostic medicine—just 6fie sort of due. Other
more important clues are: Have you motivated dn)one to react as you
"and your college desire? Have you ch(lngcd anyone’s fnind—or perhdps
pried it open just a bitz" 1971, p- 13). ’

Problem of Subjectivaty. Gehring's remarks lead us easnly/ into a wa

" discussion of objectivity. If our inténtion is te change people’s attitudes”
, and wayfofthmkmg,flenme will have tmublc achle\ing ?}uanmatl\e

-~
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', results at the fourth level ofes dlUﬁpon because our goal is too sbeecme
Moreover, eyen an evaluation technique that appears to be nicely math-
o cmatical and objective may depend\fundar“nenlall) on personal judg-
ments. For example, John F. McKeogh, vice-president and director of
public relations of the First Pennsylvania Bank, recommends a formula
that would translate into dollar amounts the expected outcome of either

. good or bad public relations (1973). His formulais based, though, on the
subjective analysis of the public, rcldnuns director, and thus it cannot be
totally relied upon.

A furthgr comphcauon in our attempts to be objective is that
there are so many often unmeasurable \armbles to be considered. Is our
enrollment increase due mostly, partly, or hardly at allto our publicity?
"What ather factors should be considered? How old is the college? Have
we just mov edonto a new campus‘ What is the status of the job market or
the economy? What is the overall-attitude of the community toward the
co]lege' How big a part dues,inflation play in enrollment? If enrollment

. has decredsed would ;t have dipped further without our publicity ef-

.. forts? \\ hd[ are the aftitudes and conditions on our campuses? Is there

1nternal unfest that is apparent to others'i in the community? Are nega-
tive empluSee employer. (union- management faculty- presxdeny ve- .
lations adverely affecung the image of the school? All of these factors”
- and others that must be taken into account in any evaluation program
vbviously are not always susceptible to quantification.

Sunplified Methods. How, then, can we adequately evaluate our
public relations efforts in community colleges? Are we doomed to in-

.

or not our pubhcu) is worth the time and money expended> One of the

simplest means of evaluating a partxcular publicity program s to obsegve

,the “before and after” effects. Oto Lerbinger, chairman of the division

5,
-

tuitive assessment, o are there ways by which we can determine ‘whether _

of pubhc relations in the $Sthool of Public Communlcatlon at Boston :

University, says you can make the assumption that if resultsehave been"
on one level for several years;and now a new program is undertaken and
the Tesults are different in some way, then the new factor explalns ‘the
differénce. You can try out a program in one area, and naet another,
and assumlng that both situations are "comparable, if there is a
difference in results, you Lan assume ‘that the new program accounts
for it. .- Y- .

-7( f one’ community college, for example, information about the

., evep ng program was mailed to each home for several years, v whnle the

E

p—
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day schedule was distributed only on the college cainpus. Ugger the
urging of a new public relations director, the col-lege began to. maql the

.
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entire schedule, both day and evening. The first time the day schedule
. Wwas sent*to corfimunity members, day enrollment jumped markedly.
- Sadly, little credit was given to the mailing of the schedule’by anyope,
except the public relations director. although that wa$ the only differ-
_+ encein*procedure which had been effected. Others credited a variety of
factors ranging from depressed employnient conditions to increased -
veterans benefits, and those probably had a favorable impdct, but un-
* employed hlgh school graduates arid veterans might niot have reacted in .
< the same manner had the schedules not been sent. )
At this point, what we are attempting to measure—as weltas the - .
+ inherent difficulties——should be much clearer. Remember that the
kind of evaluation we are suggesting may reveal negauve as well as
" positive effects if we are truly obJeeme Certainly good c0\erage in the
press for ourcollege is to be desired. But how effective is the numbegiof
news releases our local p papers'publish if, in a campalgn "to pass.a bond-
issue or a tax levy, they-editorialize, against us? ;The column’inches of
news relc'ase material might be counted as positive visibility, but the
‘s edltorral wou]d deﬁmtc;l) ha\e to be chalked up as a negative action!

-

5.

v
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T . - othér types of assessment
\ S ' L o
"So far we have been talking Chleﬂ) about final or summative ‘
evaluation. But there are, of course, other important forms. Amongs - \3
them are the mary assessments one must make in planmng a public .
felations campaign once the general goals have been set. . '
. ~Assessmg the Audience. One of the-first steps in preparing a*par- .
ticular.campaign is to evaltiate the audience and decide which medium,
or media should be uséd to reach it. Obviously,”one would not llkely /*
distribute- ﬂ)ers advertising a course in motorcycle repair or home ,
wiring to residents of retirement homes. On the other hand, acourse in '
estate planning- might be highly appropriate for this audience, and.a
}_ . small flyer describing the'course, dlsmbuted to senior citizans in those *
. locations, might wgll be wotth one’s time and effort. RS .o
' Comparmg Medid. A glossy, twg-color schedule flyer with lots.of -
. half-tones and white space, printedon a good-welght offset paper, may
bea great deal move Attractive than a newspaper-stock tabloid. But will it
- really do the job better? Paid radio spets plugging the general college -
’ . Program might bring in fewer studénts than one well:placed TV ad
" giving tiee specifics of a course or a group"of‘ courses. Fow can* we 1
'determine whic}t is more effective: We will haveto rieasure the immedi?

ae results To do this® we must compare apples with apples, so to spea.k

[y
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2 and build ircontiols that give clear-cut results. Onemethod forcompar-

give -t identifying tag to the pmducl in each. For
example, it we au.4>u|>l|ul|n a popular cSurse that is likely t6 be hlled‘&
or even split INto tho sections, we can give’one section nutiber to the
course in a fl\cr and another section number to it in a fiewspaper
announcement. This techmique will oim()n I\ take some cooperation .
with the admissions office, the data process 1g\department, and so forth,
bt it a de fintte was,of detetmining where the message 00( through.

to the attention of * Dq)amnem 3" "qunmem 6" at a single
address.

There is no“set formula for delenmmmg mediz effecn\p)less
Somc'dlsn its discover that adver tising "shoppers are effective, while
some w’mmumt\ relations directors are comvinced that radio or TV
spots bnn;., the most tesults. In subml)an areas sun()undmg very'largee
dties, where many tesidents do not even subscribe to their lotal news-

o papers, direct mail 1y probably the best medium. In other areds the local

A newspaper \utuall) blankets the community; if this is the case, the

- irect-tuail flyer may be a waste of moncy. Only a specific analysis of the

4 S media rLsuurwsuf a gl\m commupitywill duenmne the most effective
vehicles fgr publicity.

. . Co¥® Analyses. We also need 10 de{ermme whéether the e‘(pected

- _cost of the Ldmpmgn is in line with what we can hope to gdm fromit. A
class in Japanese literature, for. instance, will plobabl) not 'mmct‘
(. .. enoughstudentstomabe mass mailing practical. Butifa class does seem’ 'y
- to have the-potehtial to justify mailing such a flyer, we mus still consider
. othey costs, such as the time of the ty pist, artist, pressman, and mmlclerk
. in gcmng itout. T hesc factors all influence our decisions. In the end ut 3
. boils down to defermining what exactly we need to do to carry out lhe .
publicity we have inmind. How many man hours and how many dolfars, -
. _willbespent? What returns dIC we hikely to get? If we handle the pro]cct
-~ m()uclul)g;lxntcly—m) by usinga four-color printing process, instead: of *
“black and w hite—w ill we gain ¢nough to cover the (Ilf{erence mtosts' it
] we cut costs, will we_lose;more than we save? e
, ¥ Let’s really evaluate the alternatives when we/e determlnmg
. meulul resoutces and estirnating costs. Can the ine ssage be délivered by _
. }-\Nmple in-houye-produced flyer? Will a news release do the job? Do we
nec(l paid adyvertising? If 5o, where? Will newspaper or iadm/TV be

. . more effective? Are we o\mlu()l\mg other. resources that may be avail-
able? Does the pu))cu’ war1ant the imolvement of students or umens to
spread thc word? ! ’ \ :
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ing.the pulling power of two mediass to advertise exactly the same thing 1

Another ntethod 15 to Imw tesponse forms coded sotha lhe) aremailed -

.




o Som\m&es a: p\ublic relations director backs into this part of the c
job. That is, he or she allows the amount of money/ume/people available
to determine & hich media or method will be used. Itis ften impossible
to achieve the ideal becguse of such limitations. A one-minute TV Spof, -
seven times a eeh might be the most effective and in the long run might
more lhan\pay for itself—but short-range budget constraints cquld
prohibit such a purdmsc I 50. alternatives must be found. Actually, it s
.. /]ust that simple. But deudlng what is best takes more than one look at

W hat we want ang, how many dollars we can commit to_the effort.
Other factors'that influence the outcome of the campaign shopld
. “be evaluated 100, One of these is timing. For example, studies have
shown that some kinds of public relations efforts (espeually referenda)
“are’almost su‘re to be defeated if they are undertaken in certain months,
whereas othel times are propitious. Fllere are also “best times” torelease
undated stories, and we should ask our mcdm people what these are. .
Many smali radio stations are eager for nc\\s on weekends. A news
release that gets 4o the news ditector on Sunday is almost sure to get a
-+ placein Mond.dy mormngs newscast. Moreover, any newspaper editor - ®
can tell us what days our story is likely xo get buried or, scratched and
what da)s the paper is Iool\u%%r material to fill up qu(e
®  “Other factors ate w hether o1 not ve &an expect more than one
» story o be printed—whether we will be able™o 1einforce the initial
- " release (how much time we have is of prime importante herg): how
’ many people in the coNege are involved in the program or event: and
. how much indidental pl‘lbllu() ean be expected from ()(her staff 1
. . members. . v . -

’ .8 s X e the final analysis

~

/ Thc last step in gvaluating (()mmum() relations is lo decide

- whether or not our campaign was successtul. Didd we reach our goals? I
" not, why not? Were our expectation’ igalistic; Were there interfering
factors over which-we had*no control®Or, pethaps. was the pl()duu

A . (program, e\ent, referendym) not really a good buy? It lheol)Jcm\cs of.
“thre campadign were reached. what aie the factors that spelled success?
“From W hich media did we get thcbcs{ rcsulls for the money time/effort?

'We have already sug{,,este(] some w ways to get answers to these ¢ @gestions;”
’.md me"xel} by posing t them we hope to ‘suggest ()gher_a\,cnlles of
v nvestmtnon . s » o
t Some final quesuons dcseffw our attention too. What will we do
with our evaluation® \reg\e willing to risk changing our m¢thods? Afe
we ()I)Jeux\e about what happened? Can we live without N 3 ni\{ur

excuse', Hnw (ou[(? we do i belter 1f we /m([ to do it again?
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related matters

- £ . .

Even if our publicity campaign leaves us feeling totally satishied
with our efforts; we should sull be open to &nding a better, ore
effective, more cost-efficient 3 ay of doing the same thing, Evaluation is

not 4 gne-time or now-and-then process. It must. be continuoussand
neyver- -ending. Evaluation is as impor tant in good communiy rélations
asitisin the ¢lasstoom ifwe are to metitour new v emerging place in the
community college organizational structure. Without it, we are likely to
be defenseless in supporting our value to the college. |

~ 3
L 3
.

3
- .

Although the follomnadtscussu)n is not stricthy relaled to e\al-

‘uation, we want to share some other ohser \auons and insights that can

help to make the ‘publit relatiops program more successfuf.
Internal PR. One of the most ditficult tasks for a public refations
ditector in a.community college is getting the faculty and staffto under-

one-minute spot means little to most people in the u)llege How are they

~ supposed to-know the vast difference in cost between black-and-white

and full-color printing? “Die cuts look nice—so why don’t you ever have
any of those iy our brochures:™ W hy don'tyou do a President's Report*
with some of those transparent ovgrlays. as State U. did in their annual
repurt:” or, “I'd like to hav¢ the story of the play w ith these six pictures
on the front page of the entertainment guuun uext Sunday.” “Could
yOu get this story in tomorrow's paper?” Fdon't know why you doniget
us on Channel 7 news, thiey hatve lots of stories less 1mportant.[hdn what
we are domg And so0 on, ad nauseumn.

Before we mdke the mistake of unloading vur frustrations on our
colleagues and risk losing their support, we should try to remember that -
there was a time when publicity processes that see su simple wete
completely foreign to us too, Patience and a contmuom educational
effort are required to gain and maintamn the cooperation, under-
stdndmg,, "and at times assistance of the staff. There is enough challenge
outsidé our doors. To have to contend with poor in-house public re-,

. - ___lauQns,.esp,QchbL if we can avoid it, makes ourJobJust that much more

(difficult, « o :

A Unified Effort. Ttisalsoi important to rcmemberthat each part of
the PR effort should dugmcnt ah reinforce every other pdrt, and many
projects must build over long rlod Joliet Junior College personnel
started to plan the publ ity Aor the’coljege’s Diamond Jubilee three
years before the event. Th 1976 celebrauon was fmcshado“ ed in the

A . P s
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»

. stand the costs ‘tnd logistics of publicity. The cost ()f a full-page ad or

~ s - . ' . . '
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. President’s Report for 1974. At the sam& time, news releases begdn to z‘ i
mentipn that the college would be celebrating its Diamond Jubilee in »
f76.and atie-in was establrshed with the Bicentennial. The celebration
itself was carried out, at minimal cost, with much more in mind than
brmgmg attention to ‘thie school. Tt was ob\ ious well before the anni-
versary daie that a referendum for tax increase was going to be neces-
sary. Thus, the Diarpond Jubilee eventgpas used to give tremendous
exposure to thé ° prpgrams and sery lce£r0\ ided b) the college. The
publicity ef! fort concentrated on building community pride in the fore- ~
fathers’ ploneermg spirit arid the dedication to education shown by the .
", major city in the ddtrict someé three quarters of a century before.
s The events of, the year-long celebration fotused on getting as -
o many as possible of the district’s citizens to visit the impressivé new
campus. The Jubilee also gave members of the staff a perfect reason to
Speak before many civic groups in the district to tell thevcollege’s story,
' not;ust its history but the relevant position.it holds in influencing the -
.community's presént and future.
. ] Mostof the publicity for the event was free—thls mcluded posters
Jmore. than three hundred business offices in the dr,strlct, placemats
(paid for by the restaurants) at more than,a dozen major restaurants in
the area; public service annpouncements galore, and a note in almost~
‘every news release during the year mentioning the Diamond Jubilee.’ ;
"7 That much publicity probably will not be obtained agdin,af so
_ small an expenditure until the college reaches its one hundrédth blrth-
day, but the spillover from the year-long effort will be felt in many areas
for at leastayearortwo because of careful plapning and getting so many .o
* people involVed. A simitar ripple effect caii®be achieyed at any college |
(on a lesser scale perhaps) through plannmg and careful ummg ‘of
ubllcny . AR T
‘ o Thetiming of various aspécts ofa publicity campaign determmes, \
- “to a large degre%llou marfygand how varied our supporiing materials N
can be. The elaborateness of a campaign ought alwa,)s to be determified,
. as has been mentioned before, by the returns—lmmedlate and long-
7 rqnge—we can eXpect from it. Certainly an appearance on campus ofa i
nationally known speaker will make 3 three-weeK-long effort worth- s
while, with flyers, public ser\jce' announcements, releases, and perhaps -
“even special radio interviews, press gonferences, and paid ad»ertlsmg -
\ But a Speaker of lesser magnitude will not draw well enough to justify
+ _such exterisiye promotion. A good PR director can always sell his prod-
- ‘uct—but only a good produgt w ill contmue o sell or will sell to a l0t of o

people o, e . .
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~ . ,'1')07‘25, Slociom 15 th;'publzc informati%‘ojﬁrer at Bellexllg
« Area College,in Hlinms. Before that affthation, she was
“eommunyy rrlﬂfgdn.s durector at Jolet | unior College, L .
uvlzr}q she directed the publicty for that institution’s & oot 4
Diamond | ubilee Celebration and for a millage
7 5 xefwmzdfun which pa‘sc’zf hy an zm}hrar‘wlmmi ’73_' percent .,
o the first try. 7 . o P ~
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Too often institutions have a myopic view

, of therr public relations program, focusing only
. TN - . Lo~ ~
v y Ol the PR officer and only on the local scene. -
. o * ’
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. s PR:it's everyone's job

\ ST louis w. bender

”

-~
1
.

- + Publi¢ relations programs are essemtial if the umnnunlt) wllege is to
fulfill its’purpose and mission. In so saying I am not refernnc to, the o,
' steggoty ped concept.of public relatjons as a slick sales operation de-
v sigﬂl and carried out by professi nally, trained PR’ spedalists whose ' .
presence in the cullcgc supposedly signifies that the “mnanagi ment” has —
rather questionable ethics- Thyfe who hold such a view (fftcn ‘perceine
' he PR officer as the only pefson employed by the colle gc to crecatca -
sitive image in the mlnds olyitizens and 1 (Ddl\(: ‘the institution enticing
. 16 prospeciive studénts. Such iews are: uyormnate tor seveial reasons. -,
First, most two-year institutidhns are sinceic in attempting to prm‘dc-
honest and accurate information to the public. Ditferences of opinion ]
.o may exist on what kind of infor mdtion ot_how mnuch mfm matiortshould T
be made public on certain issugs, but few nstittitions set Out 1o mislead pro
deceive. Second, public information specialists have sought to prompte *
the highest pmfessmndl cthics and st. m(ldldmmd have studiously exam-
bd the gr#hing legal nnphc.mcms of information programs. Tilﬂ'\'d- o
uoml Coundil for Community Relations 6f the AmericanAssociagdon of
Commumt) and Junior Collcges, sether with the regional and state”
) « chapters of that Cuunu%‘isA achieved an impressive record of profes- ° )
- sional deVelf)f)mcnl activig®s intemded not onrly to.sharpen skills and L
techmques bt also to esmbhsh pmfcssmmf([hu,s which cani gmdc -t n
. ]: \l‘lcn‘l":bﬁﬁhm; for Commlﬁzl)’()olll;gm. 20, iWinter 197 789 . e - 85.
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.. individuals and institutions alike. Also, the Council for Advancement’
- and Support of Education (CASE) provides leadérship for professional
. ° develépment. Both of these coundils may be contacted at One Dupont
Circle, N,W., Washington, D.C. 20036. Finally, many state community
. college associations have urgamzed a subgroup for publlc relau@
+ personnel. - - -

_everyone’s job

The PR speciatist is no fnors sole propne[or of the publlc ré-
latigns functig than the professivnal counselor is the Sole proprietor of
l_he advisement and counseling function of the college.' Interestingly,

® some who would perceive the,PR officer as solely responsible have no
difficulty in acknowledging the fact that many students benefit from .

. indirect as well as direct Lounselmg from faculty members coaches,

cafeteria workers, administrators—everyone intheinstitution. Fromthe

perspecti ofthis sourcebupk, public relations.is as mucha state of mind
as it is a cleverly designed strategy of activities and procedures which
attempt to generate«community acceptance of the callege, use of the

q college, support of the cullege, defense of the college, or a(ly}olher énd ¥

Inreality, the'community college_,nself?ma) be said to be a state of mind!
» - Those who serve within the college——by their state of mind— :

ate the college. And by their state of mind ¢he college communicales v

itself to its public. _,Hence where the faculty perceives that the most

o important priority of the college is being accepted by academe for !

’ having ngorous standards and malung it difficult to comple[e academic
programs, or when lhe faculty and students -of academic and oc- o

cupational programs become $nobbish toward one ano[her or when the

lhem (adinistration) versus “us’ ' (faculty) attitude develdps one finds

the sfate of mind -of this college far different from that offa college in

=W hickkeach person believes in serving.people and fostenng learmng
rathen| than perpetuating schooling. , - | .
Just as it is the responsibility of the professxonal counselor to *
promote and foster advising and counseling by all within lhe institution,
so it is the task of the public relations officer (o credte 4 climate of
, uhderslandmg dnd commitment inawhich everyone reglizes tha he7she

' 1§ communicating and relating with lhe public all the time. The cus-
« todian whose thorough care has left the cotridors shining and cledn is

domg more for public relations  than-any news releases or TV Spots,
cheery “Hello, may I help you Vofthe recepu()msl establlshes the callber_
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effthe msmunon as much as any

re’cogniti'o‘n yeceived by _the“‘colleg . the eternal feeling of indebt-

= - “edness cagggd\by a compgssionate, perceptive counselor who helpsa ._- _\&
g studenLunderstand “what 'mall about” or'caused by adedlcated faculty R -
“miembér whe' evokes new n"xsnghts ers more lasting.support and- /

- defense of the co'll?ge than"any glogg%nalogue or public testimony. :

Ll - _ B - .- ~ '
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S ..‘ e S erﬁtlons.—and feason *
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Whether we examine the formal or the in grmal publrc relatlons -
. . program of telle/collgge it is important to recog @ bat we nust deal .. . 2
~ with both therational and the emotibnal aspectgMRBLT constituents. .- -
Therefore, we must strive, on the oﬁehand to pres§ ‘ tual, accurate, A
« __clear mfotmauon and, on the otl’ler, to bhrld positi®attitudes toward . L
" the college. This Oes not meah, in my Judgment that we sl%uld try-to < B

2

. fabricgte @ puffed up version of the j anstitution, On of the fafe gods of B X
: some publlc relations pfograns is 1mage burldmg, which when it e% ¥
‘ "ploys such phrases as “the college is first m the nation .-_.”. or¥ its - - T
. ‘program . . . is unique” isrightly cm\lclarm WhHat we wantnnstead rs'to o /A:
N createatrue picture—the cheery reseptromst and{ 3 athenc coun- ;

-selor referred to earlier are helpmg todo tlus—that w1.llar,o‘u i stﬁ.-w_: an
* ¢ ®and supporr L L -.\1\

At the same Ui, we will hme to face the fact that sonle negauve fadl -

l'eelmgs éxist in the commumt)——son?prejuches and antlpathtes that—_./ .-

) may have developed or.been perpeirated within oLamong varioys .\ | T~
interest’ groups: And these toomnsl,be.{r/eated wghcare and concern\ /. E%

_Oneofthe most x.mﬁortam things weéan doto present and allev.late such™ - .1
- T feelmgs is 10 axord, all puffery, whrchCan easily lead to; Qnmaljuc - e
.+ .+ fommunity expectations. And we fust make sufe tha “Fl're message Ry

% presented:to the publ.a("am‘smnd the fesLof consumer protectxon laws. .
against false or misleadin ad\erusmg- whethef- it l)em the form- of --
newspaper ads media releas catalogu’es.‘_or other pul)lLauons of the

L Y - - - " s

college. S . o . -
N . .. - * AP . =t - - .-
. . . ; . o

NP . - T transcen mg parochlahsm LT

o o « Publicrela ns‘progmmsare often,percened as be \\ﬁncerned' v —
‘: . solely wnb‘the lo:zm many of the articles in t s’_sm .
.. anest; theifoclisis generally on the service area, on prog,rams desrgned .

B for thechalclremele.Themargenou»character and support baseof the . K
| ”, h two—Qear college Jusulres this dppromh for{hose who can; ntlv seek o - ..> .7
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- ., improvetheirmxninslilufion.There-isadanger,howe\"er,lha[[\\'o~)iear
v . college staff membeérs will develop a myopia which could limit the
" #institution’s ability to take on its appropriate broader role in American

"postsecondary education. , :
i - * The accomplishments of a two-year college in one part of the state’
. can redound to the benefit of two-year colleges in other parts of that
state. It is equally true, however, that the scandals, abuses,-or failurespf .
one community collegercan have very significant reperclissipns forother
members of the twg;year system in thatstate (and mnny/z’meS even in
. surrounding states as well). - .- '
.o Much of the repressive legislation enacted in various states illus-
trates how reactionary steps takgh in response to a problem at one
Sifstitution will affect all within that twd-year system. Public relations,
. practitiohers, therefore, need to give greater attention to the state and
tederal level wher) developing program objectives and when examining
. potential stxategies. ’ N o
) . Furthermore, since two’year colleges are part of a broadér uni-
. " verse, it is ingumbent an each institution to understand itselt as part of
. the state system’ :n{d even-as part of our national (?i\'er)' of post-
. sec()ndar} eglu?alion. When the ins[ity‘,[ion is conceived®in this cortext,
daily activitie$ and atcomplishrhents become rooted in a consciousness
. that transtends parochialism. ¢ S . . (
Let me priSpose an approach that will enable the reader to exam-
ine the distinguishing characteristics uf public 1elations programs that
would assist one’s institution to achieyve niot Only local but also-state and/,
.. national perspectives. The ﬁrst~slep. is to list the “top twerlty_two-yeatr .
colleges in the nation which ¢ome to mind. Next, list tre fiye most
prestigious two-year colleges in your state. And finally examine them for
.those qualities that set them apart fgom the othersy v -
. Because of America’s unfortunate 'propensity for worshping
) gﬁ)“th, size may be a,prominent characteristic of many of the institu-
' tions you have listed. I suspect. howeter, thatyou will discover that size
o alone, is' not the  most arresting féature, tor other list makers \hg\'e
invariably cited at least several institutions w hich are small by any stan-
dard. In addition to sizey success with special programs or services will - g3
A often appear when making such an anagysis.'And excellent facilities also -~
will frequently emerge. -, A -
o On further ¢xamination, one finds certain dimgensions comn}op/:
'f R to the public rela;i9ns programs of those listed "Probably 1 ft‘:he of the
»."»  prestigious state institutions will have established repliration Toibeing
Rt committed to the common good.of all two-jear ipstitutions statewide. N
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Aruitoxt provided by Eric

they regul. nl) host mcclmgs of statewid¢ gronps and are -,
state fonnuls or committees coneerned with both post-
secondﬁr) éduc\m(m wcncmlh and tho- vedar-college matters par-

; tlculd,rl) The presldcnl will be arvactive participant in the state Counil
ol Presidents, dnd other mcmbusnLLLL admimistration will bc imolved
in their_given state group. The pul"‘u of the insttution not only will
encourage such membérship and partiapation but often will snpporg

- the professional’s desire to do committee work o1 assume ofhu, For

instance, the college might remibuse the person for the n.mspm tation

and per diem expe %Mlllll‘(‘l by going to mcuinqw might adjust
schedules or assq_,m/Z]cnl» so-thig the .I(hmmsn.m)r carr carry out the

..\)duues associated with state *ornadionl ofhie, and even help to pay the
¢osts of offigal u.)rrespondeme and related communicagion:™ .

When e\.mnnmq the mhcr list, the nationally

rominent two-"

N A _yeaninstitutions, one will hnd a simildr pattern. These (.()"t,‘n >s 1y pically

argactive in n.mumnl organizagions dC\wncd to promote and develop
two-year institutigns. Active meﬁb‘e};slup in the American Association
of Community and Janior Cuih ges and m\ﬁ;emem m the tarious
coundils will be chatacteristic lon. A commitmént to p.nuup.ne in the
development of hationa policy can bc anticipated as the

 perceives its broader n.monal mle, s - :
™ i .'\ . N ., - . . i “ .
‘ & .r e rgofess:onal leadership

’ ’ < o .

+ + Those coneer ncd with dey clup" ;\ eHem\eputh wdl. mons pro-,
gr.nms lmbht.mnsndd the P.lllcl hetWkeen att, tining.national Evisibility or
leadeﬂlnp ds (R individudTand achicvimg those geals as .m mstitation.
I‘he‘pl (i‘(-:lmuncb whoaspires to br(md ch;.,mlmn nceds (6 takhe thiee *
distinct steps. First, the pusumnwﬂ firmly ¢stablish his/her campetence
and u)mmmncﬂ to pm[usum.il r(‘ij)()ﬂslblllliCs at the local level. This .
includey bcmmnq_, l‘lmmnbhl) pm’h( it at h mdhnwsmulumdl du-*

. ties. \s the inditidual masgers this dum.nn,,ll then is appropriate and .
necessdty to fogus on assyming lma-{ lgadnrﬁfnp H:gh visibility mithin
the conumumity .m,d\:mcpl.mw w lttu;] x{xe lmmull(m,me Ampcrﬁne In
hl\e manniefie the public ulalmnvpr( A ’:q}a sfwuld establish a fitm tepu-
“fation in the colfege and high respcdab}ﬁtn}%\d redibility within the
service ared (l()\g.lL(l which mu(h of this ‘sr“t Ehook 1s addr essed):

he second Stage of pmfcssmn.nl ad\,‘;"}etﬂmem Is baommg actve
in regl(mdl and state protessional mgmlmuQ;is, In':L: yegard, the *
college or the individual pmfusmn.al who .ndupls the y ﬂmdox proc-

tice ofx()lum eripg establishes a teputation ,lsa dmr. Iust educators
SCrg & ) ¢

'..
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I
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(mcludmg their msug;mons follow the m1h ar\adagq“quer volun-

- . ‘teer.” Bat willingnesg to becomeipndfved ifhg lmch-pm of professional

. _or institutional: leadersfitp. Thron h actiont the public rz’l'auons

s - programof aninstitution isenbanced, betause dll members benéfit from
‘ the po§lmelmdgebelkmt bythose \shogfcm-l-ﬂngtospepdthelrglme .
and energy for the” commr\}] good v .
The third phase, -attaining nafiorial re(;ognmon, requires the
samie approach. Iy ariably, these comunity colleges that have earnéd a’

« national repu[auon boast among their professjonal compjement ind#-

0 7 ®iduab who give Yof thef\ time and talent to 'd\ance P! stsec0ndary
education across thie n‘mom Thc) individuafb are-invited: 370 ser)e dn
panels, delnel papers, ‘ot work"rbm forces gr committees that gener-

, . dte professiondl lewgmtlon and .n‘the bame tne enhance the image of
their institution. Those institutions in the'topt enty snmllarjy establish a
. reputation for commitment, active pamﬁ&u i, and dependabllny

. ) .. . . ’l . L 5 ,
summary, - -0 . s v
. - . A .
PR S . o
. Thus " hen de)elopmg lherr pul 8rel.mons programs ollege!

should gudrd dgalnst a myopic foffls orflocal concerns. The institution i$
of astate system of postseconda ry edugation and andtional effort to
a techifogratic society. Every public re-
lations ;‘)rogmm bhou}d engour" indiwdual profesdionals within the
ollcge 10 participate in state and ndtiogal affiars. Similarly. #tBy college
atself should recognize the vital role it can play-and the justified recog- |
. niton it will receive by ?cmg an ?Kc megber of tbe sldte,syslem ando
natlonalposlseconYry educauo em&pnse . .
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* Lows W. Bender 15 prgfessor of higher edw¥ution and ) ,
. - : T TP A
director of the State and Regonal Mighei Education .
= Center at Florida State Bniversity. He has Wvn a2, -
consul!am in the drwlopmpnt of seven statawmaster plans .,
- for postsecondary edumnon as well as a [ coflsulednt for -‘ L
institutions avtd organz ations in thirty-setven gates. H. - .\ L
) creduted unth nuwerouf articles and monographs as wellg,(,ls Lot .
’ three books dealing with cammunity (oliegfs (md . ’ Ve
< T a. postsecondary education. ~ ~ ’ >
1 . ~
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o . . 'Additional materials on community collpge K
) i ’ - public relations are avaiable from a parietyof » - :
- sources, as these references from the E .

Clmnnghouse Jor Jumor Cﬂ‘leges show™ .~
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Thls‘concludmg drude reports on references and trends pertinent

. defining the goals of PR, reaching out t¢ the community, dealing with '
the Media, and evaluation. The referenges cited have appeared in the
pas ﬁve years in the ERIC system and’ in major joufnals in higher
\e non( Unless othen\ ise indicated, “all ERIC sourtes are available
*  through the ERIC Documen[ Reprbductmn Service. .Information on
ordermg these docurqems appears inthe references section at the end of

. this atticle.. . :

v . overview: needs and aims

» . L3 ,' /“ . ~ “

As fedéral and state agencies become more concerned w nh pro-
tecting the consumer, and' legislation is enacted to prevent consumer
abuse in higher education, colleges are recognizing that they, like busi-
ness and industry, must concern themselves with fair practices in mar- s
keting and adv erusmg as well as in the actual educational process. Like .
Bonnie Elosser in this issue of New Directionts, Vaughan and others °
(1976) inan ER{\C topical paper, describe the effects of consumerismon
the community college. They outline some of the 1easons for this devel.
opment and give a raaxoru tor committing institutional resources to
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\ wall\mg the consunier llbhlru ¢.” The need for such agtion: the necd
for gathering -accurate, relevant, and useful data regarfling job, oppor- .

tunities fer.new graduates. the need to'present both p sitive and nega-
y - tive mTrmatmn dbuu( the wllege’s Taahtigg<and atnm hiere; and thie .
B need to explore various means of dispersing such inf rimuun tointer- © -
ested members of the commupity are all stressed.
- Mariy other authors have also,focused on she nefessity of effective
- » public relations. For instarce, “batter rson (l‘)7"~) and Figchey (197 4)iindi-
! ate, that good public 1elations can help lesol\e the ambivalence that | |
hericans feel toward higher education, w hile S‘lunbelg(lgd)auesses .t
at many of higher education’s problems would be rgduud if,colleges
were mot e awdic of the methods wsed tocreate a fd\umblc publicimage. -,
Eldcl ((1974) deseribes the braad role ofpubllt relatibnsin institutionsof .
. higher g,(luulllun the need-for” a public refalngns leadership, and the -
PR responslbllll) ufwllebcs to their publics. Gw altney (1972) goes so far as -

S - to predict that better mmmummuun‘buwecn colleges and llLe public * ‘
~ - will &slo]c the pubhcs faith in education: : - 4
" C It se¢ms that allwe in agfeement regarding the need for good * "
. publicrelations. Byt what, specifically, are the g(mls ofrg)llebe PR? Public
& relations has been a catch- .All‘i'cmlenwmpassmg cummunity relations (as
" ~ -contrasted with community services, hjch is another concept entirély),

mformation sumes, uullcge relation$, and media relauons. Cernm

aspects of studeit recruitmient, usually the itiitig) phases, may also corme

» .- under the nbiella. A historical pérspective of PR in higher education,

. offered by B xﬂmgs (197 4), sheds some light ot the goals of this activity.
. ‘¢ Phillips (1973), the plelanl of Seattle Central Co-mmuml') Col-
lege (SCCC), presents the missipn statements for the C(‘)mm)mll) re- ’

. lations and in formation services unit of that college. Each unit'at SCCC .~

. way requue(r to establish brmd z,udls and measurable aperformance

objectives, as wefl as goal- related tasks that are wnsnslem with the co}-

* kege’s overall philosophy and mltssxon o iz .

s AlonzD with presenting an.gecurate 1mage of afy institution tQ the'’
community, one commonly acee «oblecme of cotlegé PRis prov 1dmg 0"
the kinds of information that wilfihable prospecme stiidents to decide <

Ny whéther to attend lhab‘insliluli A sm‘\ey hy-Meontoe Commumty )

: College to detérmpne and rank thet ormation T needs of the eomuity is

- descrlbcd b)"l’l) on (1976). High sch ls[ude.nts gundance‘coqnselors,

o parenls current cllege students, alummhfaculry members, and admin® *
1slrators were asked tu analyze lhegmporlance to them ofsome ninety
types of information abqut the college. On the basis of the survéy. results,
an educ'allonal prospectus was developed which included seven, short,
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- ’slide- lape programy. (ten to.fifteen minutes t‘d(.h) lntcndcd to wmple-
ment prmted aterials for [)resemdlmn to prpspective studerits. -
b JL

-
’

. '
s In c&nacung the college’s community, ‘thé role of the pubhc
- relations’ officer cannot be stressed enough. Because he ot $he is the
pnnupdl agent in preserving huuunencss in the dialogue b‘enscen the
campus and the community (Lantord. 1972), this person has a great
+ influence on the pubhc's vpinion of the lQS[I[llll()n Theyetore. accord-
lng to Bernays (1972). the PR officgr md\ be the most imiportant person
in & college. . . ’
To assist public’ relations officgrs in their monumental tasks.
’ Cl()ud and \\alker q19%6) (m(f Kirhmdn (1973) offer working models
for establishing a public in formatiori otfice. The first model has seven
basic principles of action. (1) educate the public reg garding the role and
sqope of thé college withimhigher edutation. (2) encourage adive pdr-
% tiapation in the hfe of the college by as many publics as possible;
(3) fauh(ate evaluation of the total msmuumfal effort: (4) reflect
through publicity the several dunénsions of the college. (3) scientifically,
approach the planning of the public relations progiam., (6) create spe-
Gial events’and ativities talored specifically to unique publics; and
« (7) tell the press the truth.-News releases. promotional advertising,
brochures multimedia presentations for dvic dnd social orgdmmtxons
+, and.community surveys dare some of the PR d([l\l[leb the authors men-
tion. Kifkman's model for a mp1chensive ommunications program
that works calls for’ a huge chunk =8 percent—of johnson County
Communn) College’s Cyrrent operating budget, but the benefits to the »
- college apparently have been enormous. Newspapers, Cable-TV, radio,
" flyers, brochures dnd&dldlugues are among the means usegl to kcep area
residents informed about the-college’s offerings.
. + A great asset t0 a public relations program is a PR advisory,
' commnittee, whjch servesas d listening post, anidea syurce, an evaluation
unit, and an accm—mlabnh(y advisor (McGoldriclr, 1974). Another means
of gaihing feedback regarding the publm s knowledge of a CU”CgC and .
the kinds “of PR}:fforts that need greater emphasis is conducung a
community survey. Bechle§ (1973) offers a model for surveying Onsti-
tuency re:ktl(m and the FﬁlC systern provides several locuments de-
scnbx(g these surveys at 5peuﬁc institutions. For €xample, the residents
of Polk County (Florida) were asked why Polk Community College.exists
o (N'eison [197 :)])._Most Respon‘denns failed t.o und_erst‘and the full_fx{nc-
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tion ofthe college although most were aware of its community sery ices.
The study concluded that more mone) should be spent on PR and public.-
information. Anbther commumt) survey was conducted by Allegany
Community College (Marylahd) 'to proy ide the PR office with basic
information to assistit in reaching out to the community arid t ey valuate
past efforts at publicity and promotlon (Andersen and Reed,, 1976).
Work-study students were trained and used as telephone interviewers.
. Thesunvey instrument, a flow, chart of the sun ey project, and a break-

' down of survey results aré appended. Ferguson and others (1975) ofter
a work documenting the Mukhi-County Assessment of Adult Needs’
Ptoject (MAP), performed in the four-county area that includes W. acz, .

*Fexas, and Sponsored by the federal Office of Education. The s?x/\ ey
instrument and tabulated responses are provided. Other examples of
comm.umt) surveys are provided in a later section of this arti

. ) P ‘ R ) [

N dealing with the media. .

- - .

o

Frequently, the publigt's impression of a college pay be faulty or

lacking, altogether because of a breakdown in communications between

P the institution and whatever~media it may have £hosen to assist its
pubhcnt) efforts. Stadtman (1974) offers a suggesyion to amellorate this
situation. The co,llege, he feels, should be as conticerned with the form
and sequence of the commumnications from tho public relations office as
with the content. Pray-(1976) emphasues pgerson-to-person comm}ml-
=+ cation at the highest ppssnble level, as well as ellectl\e use of the mass

media.

R to' gundes The rgspdnsnbxlltles of the wollege publicist in arranging a
press conference are detailed by Wright. Hudson offers guidelines for
the submission of news releases to a newspaper, stressmg accuracy,

. brevity, and completeness of the copy.

_ Radio has been lauded as a fine means ofq)ubhuzmg a college’s
activities and programs. Because radio offers the advantages of low-cost
. advertising and public service announcements, and becausaof the \arl-
. ety of special-interest stations, many colleges have made good use of this
“ medium. Local *soul” and Spanish-speaking stations can help reach tjte
« ethnic commumtles in_a colleg% s area (Ménefee, 1972; Clark, 1976).

-

-

evaluation ' - 4 ' ‘

v . F2

. . I . . Lo . . .
AsSlocum and Johnson point out in this issue of New Directions for
Commaunity Colleges, the evaluation of public relatigns is both feasible an
. Q ' _ . n <. ' .
ERIC . - 38 . .

Toward this end, anht (1974) and Budson (1974) ofter “ho“- }
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important. These authdrs and,others have described a \a;rie[) of e\al-v
uative techniques; including surveys, content anal)ses and cost-benefit
analyses. o BN
Atkinson (1973), for example, explains how a community survey
can serve as an assessment topl. Jackson ;{nd Scott:(1975), relizing that
persons from lower income groups, who could benefit most from xoca-
. “tionaland techmcaledumnun may be the cliengs least often reached by -
-[he community colleges’ public relatiois offices, were aparded a re- '
search grant by the Florida State Advisory Council on V' ocational and
Technical Education and the Elorida State Department of Education
Dmsxon oﬁ'\'ocauonal Technicaly and Adult Education. They con-
ducted a telephorne survey of a'stratified rangdt sample of persons jn
_+ the service area of Central Florida C anity College, to determine i -
how well informed citizens in various income/racial groups were con- p
cerning vocational education programs and what were the patterns of.
media use within these groups. The survey results were utilized in ;
Jeswmng an information dlssemmauon program. A follow-up sludy
*  showeda sxgmﬁcant increase in the numbeér of low-incoine blacks and.
whites who were aware of the vocational pfograms , available to them. y i
The authors of this study supply their survey questionnaires as well as .
sample media materials and cornparative custs of media time and space.
: In another survey, selected teachers and admlmsl‘rators in OkNla-’
homa high schools were asked what they knew and feJt about the pubhc
junior college (Fritze, 1974). The persons most fa\‘ombl) disposed to-
ward junior colleges were thuse wh haddltendedo €, those whose high
schools w¥re regularly Yisited by julhot college recruiters or other per- .
.sonnel, and those who had perséna visited the junior colleges at- |
tended by their alumni. : . v
Another means of assessing PR eFfofis—a_ conteht armlysis of
printed newspaper coverage ¢oncerning aglivities at the Metropolitan
Community Colleges of ‘Kansas 'City, Missoyri—was accomplished by
. Sickingand Harrisin 1976. The Sanford- reenddhl Copy Value Rating
Scale was applied to all printed coverg ge by the major Kansas Cxly
newspaper for two years, 1975 and’ 193./These particular years,were °

e

-

h ]

«

R chosen because bond issues had beén/submitted to the public in these 1
"years (1965’ had passed; 1975's had faxled) The study showed a * . ’
., marked tlecrease in both the coverage and the judged yalue of articles '

4+ during this decade and a 70 perceny decréase in institutional and ipdi- »
/ vidual human interest stories from 1965 to 1975. Recommendations
include inservice'training for distri¢t personnel so that they can help to -
improve the district’s image in the éyes of the public as well as the media; -
be[{er communication with [he media Lor}c.crnmg the daily operduons of
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o’ thg district; cgoperation with the pressin obtaining coverage: spreading
the community college story in understandable language: and commu-
nicating to the press how well the collegé meets its goals and Objectives.

The cost effectiveness of a variety of publicity methods used since .
1971 at Johnson County Commv:mily .Coll_eg‘é (Kansas) is assessed it a
“report subrnittedkby Tatham (1976). Studénts registering for courses
were asked how the—y_leameéabout the course and the college—news-
paper advertisements, special brochures, or course bulletins and cata-
logues mailed to each county household. In the fame’document are an”
evaluation of a trial credut card plan and a survey of county residents to '
ascertain their views of the college,\dnd the college’s use of direct maj
advertising. .ot : 7

-
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